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millions and millions 
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of sharp, uniform 


GUMP COFFEE GRANULIZERS 


Grinds from Gump Coffee Granulizers are cool, clean-cut, scien- 
tifically correct for the brewing device to be used—and con- 
sistently uniform. And not just when the Gump Granulizer is 
new. Heavy duty construction, plus the Exchange Head service, 
enable Granulizers to deliver millions and millions of pounds 
of these top quality grinds. When you need grinding equipment 
—invest in years of complete satisfaction, by specifying Gump 
Coffee Granulizers. Write for details on the model best suited 
to your current requirements. 


GUMP EXCHANGE HEAD PLAN 


Benefits users in many ways: assures 
accurately corrugated rolls, to main- 
tain established grind standards; 
eliminates buying new rolls or re- 
placing other worn parts; includes 
new improvements at minimum cost, 
over the years, is the best, most 
economical way to keep Gump Gran- 
ulizers in efficient condition, and 
grinds continuousuly “on formula.” 
Write for details and quotations on 
Exchange Heads for your Gump 
Granulizers. 
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CAN YOU AFFORD TO BE WITHOUT 
“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY”? 


For importers and roasters in consuming coun- 
tries, “Advances in Coffee Production Technology” 
holds clues to the future of the product on which 
their business is based. 


For coffee growers, shippers, their organizations 
and governments, the book puts between two covers 
material affecting many immediate and long range 
aspects of coffee growing. 


For libraries and research organizations, it is 
an important source of information on a vital com- 
modity. 


“Advances in Coffee Production Technology” is 
a worldwide summary of coffee research. It outlines 
existing knowledge and shows the direction of ef- 
forts to extend that knowledge. Top coffee scientists 
cooperated in preparing the material and consider 


it an important working tool. 


This is the material in the special November, 
1958, issue of Coffee & Tea Industries (formerly 
The Spice Mill) which immediately became one of 
the most widely sought after publications to appear 
in this industry. 


Table of Contents 


Introduction 


Recent advances in our knowledge of coffee 
trees 

1. Physiology 

2. Genetics 

3. Cytology 

4. Anatomy 
The supply of better planting material 

1. Arabicas 

2. Canephoras (Robustas) 

3. Asexual propagation of coffee 


Mineral nutrition 
1. High fertilizer applications and 
their effects on coffee yields 
2. Detection and control of essential 
element deficiences 


Better control of water supply 
for coffee production 


The sun-hedge system of coffee growing 
The mechanization of cultural operations 
Soil conservation on coffee plantations 
Chemical weed control in coffee 


Recent spraying for control 
of coffee diseases 


Selection of coffee types 
resistant to the Hemileia leaf rust 


Biological control of insect pests in coflee 


Factors affecting the inherent quality 
of green coffee 


Conclusions 


Use the coupon below to place your order. 
Simply remit $3.00 per copy, with coupon. 


> COFFEE & TEA INDUSTRIES (formerly The Spice Mill 


106 Water Street, New York 5, N. Y. 


Use this coupon to order 


your copies of 
*“Advances in Coffee Name 


Production Technology” 


DECEMBER 1959 


Attached find $ for 
in Coffee Production Technology” at $3.00 each. 


Address 


_ copies of "Advances 


“ 
ane 
| 
| 
| 
| | 
| | 
BS 


It Pays to Trade... ... 
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LATEST CRUSADE COMMUNIQUE 


The price of victory ts 
eternal vigilance! 


r right to an honest cup of coffee more and 

More and more rarely are you faced with 
pale, watered-down brews masquerading as coffee. 

But don’t, for a moment, think that you are entirely safe. Relax 


Every day sees you 
more firmly established. 


j there's no telling what you may 

your guard for just a moment, and 
find in your cup. So keep up the good work. Keep demanding honest 
coffee —coffee made with one Standard Co} fee Measure of coffee to the cup. 
Only honest coffee belongs in Friendship's Cup! Rediscover the 


Honest Coffee Lovers keep 
up your guard. Your enemy is 
being driven back—but he 
is not defeated! 


j -tasti of coffee. Honest 
pleasure and enjoyment of a richer, better-tasting cup ¢ 
coffee is your sacred right. It’s the brew that has made America great! 
JOIN THE CRUSADE FOR HONEST COFFEE 


Lovers’ Kit. It contains everything 
Standard Coffee Measure and « 


Ll, New York, and please enclose your 
LEAGUE OF HONEST COFFEE LOVERS 


FOURTH AD APPEARS IN 


LIFE, November 30 
LOOK, January 5 


The LHCL campaign is so pro- 
vocative that thousands write 
in to join, gladly pay an initia- 
tion fee. Now, all across the 
country, these members stand 
guard. They’re battling the 
“coffee stretching” that’s been 
squeezing coffee sales. Do your 
part in defending honest coffee 
—tell your customers how to 
prepare honest coffee with your 
brand! 


PAN-AMERICAN COFFEE BUREAU, 120 Wall St., New York 5,N. Y. 
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NEXT TO YOUR COFFEE CONTINENTAL PACKAGING SELLS BEST! 


Good things like these coffee best-sellers come in Continental packages! 
And whether your coffee comes to market in pre-ground, instant or whole bean 
form, there's a Continental bag to package it best. Continental's exciting line 
has everything from kraft paper bags to sparkling foil laminations, equipped 
with many flavor-saving linings to keep your coffee fresher longer! 


And in addition to knowing packaging materials thoroughly, Continental 
experts are also familiar with every aspect of automatic packaging equipment. 
Their automation experience offers you the most complete flexible packaging 
service in the industry. No matter what size or style bag you want, plain or 
printed, with almost any lining you need—call Continental today, and order 

a superbly-printed line of economical, effective coffee packages! 


FLEXIBLE PACKAGING DIVISION 
CONTINENTAL (C CAN COMPANY 


Mt. Vernon, Ohio 
South Gate, Calif. Columbus, Georgia 


Devon, Penn. Beaumont, Texas 
Newark, Ohio Milwaukee, Wisc, 
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“I see the Pan American 
Coffee Bureau’s new 
consumer ad campaign 
stresses properly 
brewed coffee...” 


Murray Kaplan 
Vice President 
Cecilware-Commodore 


“That’s another good 
reason why everybody 
needs Cecilware urns 
‘ —They’ll be judged 
more than ever by the 

coffee they serve!”’ 


Louis Kaplan 
President 
Cecilware- 
Commodore 


IT THE GALLON IN 


CECILWARE 


COFFEE 


Feature 
Product 
ard 


Featuring the remarkable 
GRIDDED RISER 

TWO STEPS... Draw & Pour! 
COFFEE BREWING INSTITUTE'S URN BREWING METHOD 
Gridded 


Level bed of ground cottee 


The Gridded Riser, recommended by the Coffee Brew- 
ing Institute, is Cecilware’s new quick-acting coffee 
basket that utilizes a standard bag and removes the 
droop. It forces ail the water to filter faster through 
the coffee bed for uniform and correct extraction. 
You get coffee from Cecilware ‘61 urns exactly as 
demonstrated by the institute. 


Coffee made in “Series ’61”—modern as 
the year 1961, tastes so good it creates 
the demand for second cups. 3 or 5 
gallon sizes in Twin or Single urns, 
both with extra-large water capacity. 
Twins from $405; singles from $205. 
See your equipment dealer now and 
send for new catalog. 


Coffee 
by the 
gallon 
CECILWARE-COMMODORE 
- 199 Lafayette St., N. Y. 12 
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One of the keenest pleasures of the holiday season is the extra 
opportunity it gives to greet all our friends, to tell them how proud 
we are of them, and to wish them all happiness, 
good health, prosperity and peace. 


This is our 95th Christmas, and we at Burns look forward to 
saying for many more years, ‘‘Merry Christmas and a 
very Happy New Year to you all’’! 


*K JABEZ AND SONS, INC. 
x NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 


ENGINEERS 


600 WEST 434 STREET NEW 3:56, 
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volume nearing record levels, Tea Convention 
hears as biggest hot tea drive is unveiled 


Gathered in the quiet autumn sun- 
light on the West Lawn of The 
Greenbrier, White Sulphur Springs, 
W. Va., are some of the 250 tea 
men and their wives—members of 
the U. S. industry, allied trades 
and producing country representa- 
tives—who attended the 1959 con- 
vention of the Tea Association of 
the U.S.A. 


Sales of tea in food stores in the United States will 
reach an all-time high in 1959. 

This was predicted at the 14th annual convention of the 
Tea Association of the U.S.A., held at The Greenbrier, 
White Sulphur Springs, W. Va. 

Optimism marked the 1959 conclave, attended by about 
250 tea men, allied trade members and their wives. They 
heard reports that tea volume is nearing record levels in 
imports, sales and consumption. 

Bright, crisp weather gave conventioneers a delightful 
taste of Greenbrier autumn at its colorful best. Golfers 
took advantage of the opportunity to try the challenging 
Greenbrier course, although afternoon players had to con- 
tend with the early twilight. 

P. C. Irwin, Jr., of Irwin-Harrisons-Whitney, Inc., was 
reelected president of the Tea Association for the 1959-60 
term. 

Named vice president was W. Gardner Barker, presi- 
dent of Thomas J. Lipton, Inc. 

Joseph Diziki, of Carter, Macy Co., Inc., was reelected 
treasurer, 
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Five members of the board were reelected to three-year 
terms: Philip I. Eisenmenger, Standard Brands Inc.; 
Thomas J. O'Rourke, Aldine Paper Co., Inc.; Carl See- 
man, Jr., Seeman Bros., Inc.; R. D. Thomson, Henry P. 
Thomson, Inc.; and George N. Witt, National Tea Pack- 
ing Co., Inc. 

True to tradition, the convention's “fun” night was a 
time to remember. United Nations evening was full of 
hilarity and even more than in the past, an atonishing 
variety of costumes. 

The convention program, arranged by a committec 
chaired by C. B. (Brad) Delano, was a tight, constructive, 
carefully balanced presentation of material. Each business 
session began with a movie—documentaries on India, Cey- 
lon and Indonesia. 

Robert B. Smallwood, chairman of the Tea Council of 
the U.S.A., Inc., told the convention that tea imports were 
running ahead of last year. 

“For the first nine months of 1959,” he said, “imports 
totalled 82,111,286 Ibs., compared with 78,402,527 Ibs. 
through September, 1958.” 


Tea’s 1959 convention: A highlight report 


Dering 
“Biggest, boldest 
hot tea TV yer.” 


Notowidigdo Gunewardene 


"Indonesia proud of 


"Tea is Ceylon’s 
Council partnership.” 


life blood... 


Mr. Smallwood pointed out that tea drinking in the 
United States, “the second largest consumer in the world, 
outside of the major producing countries, is running at a 
rate in excess of 30 billion cups annually.” 

A detailed report on recent trends in the tea industry 
was presented by Warren J. Cousins, vice president of the 
A. C. Nielsen Co. 

He said that estimates, based on eight months of data, 
indicate that total grocery store tea volume should reach 
83,500,000 Ibs. in 1959. 


All-time high in 


“If this occurs, and we have every reason to believe that 
it will, tea sales will have reached an all-time high volume 
level, exceeding the unusual and probably abnormal peak 
of 1954, and will be 2 greater than in 1958,” he 
dec la red. 

Any strength in the tea market over the past five 
years, he pointed out, has to be attributed to the continued 
growth of tea bags. Since 1951, tea bags have grown 
from 42% of total tea volume to an estimated 60% in 
1959, he explained. 

The trend is continuing this year, he added. Tea bag 
sales are expected to be 5% greater in 1959 than in 1958, 
while loose tea sales will be down 2%. 

The industry campaign for tea is a sensible form of 
business insurance, John M. Anderson, executive director 
of the Tea Council, declared. 

He said that in the last nine years, total grocery store 
sales of tea added up to 147,200,000 Ibs. more than in the 
preceding nine years. Even if the depressed level of the war 
years is raised to the average for the 1941-49 period, there 
is still a gain of about 100,000,000 Ibs. in the 1950-58 years. 


Only new element 


“Now let us consider just one more fact,’’ he emphasized. 
“From 1941 to 1949, the United States tea industry did nor 
have a united, aggressive industry-level campaign directed at 
the consumer. 

“From 1950 through today, such a campaign has been 
in continuous operation.” 

How much of tea’s progress should be attributed to the 
campaign? ‘Certainly some, certainly not all’ would be 
the most reasonable answer, Mr. Anderson declared. 

“But that reasonable summation sidesteps the main 
issue. In my opinion we don’t know—we can’t know, We 
can be sure only of this: it is a fact that the only complete- 
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Cousins 


Rosen 
"Tea Day, US.A— “Tea sales in stores 
or Some Like It Hot’ reaching new records.” 


Hassler 


“Nurture, encourage 
business creativity.” 


ly new element in the tea business during the period of its 
greatest growth was the industry-level campaign for tea.” 

The Tea Council unveiled its new $1,200,000 fall-winter 
industrywide advertising campaign for hot tea, to supple- 
ment intensified activities by brand packers. 

Charles M. Dering, account executive, Leo Burnett Co., 
Inc., the Council's advertising agency, declared that the 
new program represents “the biggest, boldest hot tea TV 
effort ever beamed at the America public, and will reach 
27,000,000 TV homes.” 

The entire campaign will revolve around the Council's 
familiar theme: “Take Tea And See.” An aggressive 
merchandising and public relations drive will support the 
program, 

Scheduled for 18 major markets, the program involves a 
series of eight-second TV commercials in which one of 
three major sales points for tea is brought out in each 
commercial. “These sales points’, Mr, Dering noted, 
“include: tea lets you sleep; tea helps you relax; and tea 
gives you a lift.” 

Some familiar tea faces appeared on the movie screen 
at The Greenbrier. Fred Rosen, of Fred Rosen Associates, 
Inc., public relations counsel to the Tea Council, pre- 
sented a movie called “Tea Day, U.S.A.—or Some Like It 
Hot.” 

“Some Like It Hot...” 


A report on publicity activities for tea, the movie re- 
vealed surprising screen talent in the tea men who “‘star- 
red” in the film. Five trade members played the parts of 
typical commuters, rocking and swaying with the motion 
of an imaginary train. They were Robert Gertenbach, 
Angus McAdam, P. C, Irwin, Jr., Bert Dimes and Thomas 
O'Rourke. Wearing—of all things—a loud, checked jacket, 
Rob Compton played the part of a conductor, as indicated 
by a uniform cap which bore the word, “Conductor.” 

C. William Felton was shown, in one bit, taking the 
audience into the new Tea Center, which proved to be 
in early stages of remodeling. 

At one point, the camera moved into a meeting of the 
Tea Council of the U.S.A., revealing the directors in 
discussion. 

The movie was, in the main, silent, but Mr. Rosen ac- 
companied it with a running commentary charged with 
his own kind of dry wit. 

Within a loose, whimsical framework, the movie show- 
ed how publicity on tea reaches all types of consumers in 
any given day, via all the mass media. 
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Flavor 


Irwin 


“Thanks for election 
again as president.” 


Menon 


"We would welcome 
frank reassessment.” 


Delano 
"Now a few words 
about the program.” 


The production, it was indicated later, was done on a 
shoestring budget which amounted to less than the costs 
of the charts usually prepared for platform presentation. 

At the convention, the Detroit Red Wings Hockey 
Club received the tea industry's second annual award in 
the world of sports for “outstanding performance as 
sportsmen and athletes” and for ‘exemplary standards in 
physical training”. 

On hand to accept the award were Gary Aldcorn and 
Val Fonteyne. 

Last year’s award went to Bill “Moose” Skowron of the 
New York Yankees. 


Smallwood presents award 


Robert Smallwood, as chairman of the Tea Council, 
presented the plaque. 

In accepting the award on behalf of the Red Wings, 
Mr. Aldcorn noted that “for some 23 seasons, tea has 
been used by Detroit trainers as a pre-game, between- 
periods, and post-game refresher and stimulant, both at 
home and on the road. 

“The team’, he said, “consumes about three gallons of 
tea daily. No other drink, such as beer, soft drinks or 
water, is allowed in the Red Wings’ dressing room.” 

A sober note was sounded by M. Gopala Menon, Min- 
ister and Counsul General of India in New York. 

“During the last five or six years, India’s position in 
the American market has actually suffered,” he declared. 
“While American imports of black tea from India aver- 
aged about 40,000,000 Ibs. per year in the ten-year period 
before the Tea Council came into being, they averaged 
only about 34,000,000 Ibs. a year after that. We did 
earn about $14,000,000 more during 1953-58 than during 
1947-52, but this was due mainly to higher prices. 

“To put it very frankly, India has not only not gained, 
but has lost in this market. India’s contributions to the 
Tea Council have exceeded two-thirds of the entire In- 
dian tea budget for promoting tea abroad, even though 
India’s exports to the United States have constituted only 
about 5% of her entire total tea exports. In other words, 
we have been contributing at a much higher rate than our 
trade with the United States warrants, and have realized 
hardly any benefit. 

He emphasized that this does not make India think 
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“Restaurant tea service 
trails other beverages.” 


Zimmerman 


Meek 
"We train leaders 
for mass feeding.” 


Matson 
Supermarkets’ buying 
power is concentrated.” 


that the idea of a joint venture is a failure or that India 
should pull out of the Tea Council. 

“We continue to believe that much good can be ac- 
complished through an imaginative and well-planned com- 
mon approach,” he said. 

“What we would welcome, therefore, is a frank and 
careful reassessment of the policies that we have so far 
jointly pursued and implemented in the expectation of in- 
ducing larger and larger numbers of Americans to turn 
to the cup that cheers.” 

Mr. Menon indicated that this might be his last ap- 
pearance at a tea convention. He said he had been India’s 
Consul General for four years, and most likely he would 
not be stationed in the United States next year. 

Tea people were given a deeper understanding of Cey- 
lon by Ambassador R. S. S. Gunewardene, who reviewed 
the development of his country from early years down to 
the present. 

In the United Nations, Mr. Gunewardene indicated, 
Ceylon has played an important part in the solution of 
world problems, The country has a position as interpreter 
of the East to the West and the West to the East. Even 
within the Asian-African group, Ceylon can sometimes 
serve as a mediator. 


“Ceylon runs on tea” 


“Tea is our life blood,’ Mr. Gunewardene declared. 
“To us and to no other country in this wide world is tea 
more important.” 

He pointed out that because 65% of Ceylon’s revenue 
comes from tea, the government has to be run on the 
returns from the tea industry. 

Industrialization is the compelling need of Indonesia, 
that country’s Ambassador, M. Notowidigdo, declared. He 
said the country’s present export crop economy created 
problems which expansion of production, by itself, could 
not solve. 

Prices have risen more rapidly for the manufactured 
goods Indonesia imports than for the crops it exports, the 
Ambassador indicated. 

“To buy the same quantity of manufactured goods 
which these three commodities—rubber, tin and_ tea- 
bought in 1938, we would have to produce at least more 
than three times what we exported last year,” he said. 

The Ambassador declared he was proud of the partner- 

(Continued on page 79) 
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5 important steps in our service to the 
Tea Trade 


OLD SLIP 


Warehouse, Inc. 


| Tea Storage 


Blending 


Reconditioning 


Repacking 


Tea Packaging for the Trade 


ADDRESS ALL INQUIRIES TO MAIN OFFICE 


7-41 Old SI lip, New York 5, N y. 


WAREHOUSES AT 
37-39-41 OLD SLIP 
67-69-71-73 FRONT ST. 


38-39 SOUTH ST. 
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Tea’s 1959 convention: 


A highlight report 


new approach to hot tea advertising 


Tea is one of he oldest and most universally consumed 
beverages. More people drink tea than any other bev- 
erage in the world, and more tea is consumed every year 
in this universe than any other beverage, with the excep- 
tion of water. 

Tea does not change, but every now and then its ad- 
vertising must change. The job of tea advertising is to 
present the benefits of drinking tea in a continually new, 
fresh and appealing light. Each year more people in this 
country discover the tea drinking habit. Therefore, keep- 
ing the presentation of tea to the American public fresh 
and entertaining, while maintaining the basic message of 
its inherent benefits, is the real task of tea advertising. It 
is not a question of changing the advertising for the sake 
of change, but an attempt to keep tea in a bright new 
focus which can urge the consumer to switch their hot 
beverage habit to tea. 

During the last two years hot tea advertising has taken 
a strong competitive approach. 

In approaching the planning for the 1959 fall hot tea 
campaign, we believed it was time to make a change in the 
advertising. So in October, 1958, one year ago, a new 
creative search for a fresh and different manner in which 
to put across the positive benefits of drinking hot tea was 
initiated. 

One of the several campaigns evolved was the idea of a 
series of eight-second commercials in which just one 
strong sales point for tea is brought out in each com- 
mercial—the commercials to be in cartoon technique, done 
in exaggerated comic situations and making use of the 
same two characters (Mr. Tea and Mr, See) in each spot. 

An added and important feature of these spots was the 
promimence of the “Take Tea and See’ teapot and the 
singing signature of the commercial. 

The three sales points, or benefits from drinking hot 
tea, made in the series are: 

1. Tea lets you sleep. 
2. Tea helps you relax. 
3. Tea gives you a lift. 

Each of these points is executed differently in at least 
two commercials in the series of seven. 

These three positive benefits of tea have played back 
from people very strongly in our research, and are cer- 
tainly closely akin to what the oldtimers said about tea. 
They are believable rewards derived from drinking tea, 
and have been major points in hot tea advertising for the 


past several years. Naturally, there has been variation in 


DECEMBER, 


“It’s the biggest, boldest hot tea television effort yet!” 


By CHARLES M. DERING, Account Executive 


Leo Burnett Co., Inc. 


Some like it hot... 


Climax scene from that stirring Fred Rosen movie, Tea Day, U.S.A., 
or Some Like it Hot." Trade members came through with stirring 
screen performances. Here conductor Rob Compton is taken aback 
as four commuters gleefully raise cups and cheer the cup that cheers. 
Front row (from left) Robert Gertenbach, Angus McAdam; next 
row, Irwin, Jr., Bert Dimes; and, in the rear, Thomas J. 
O'Rourke. Asked about Hollywood offers, the six actors have one 
answer: ‘No comment." 


the execution of making these points to the television 
audience. Sixty-second, 20-second and eight-second spots 
have all been used—sometimes combining two or three of 
these sales points in one commercial. This year, instead 
of taking 20 seconds to tell three benefits of tea drinking, 
the advertising will take eight seconds to tell one. How- 
ever, each of the three points will be made in at least two 
commercials. 

Although it was generally felt by all concerned, both 
within the Tea Council and the agency, that this eight- 
second commercial campaign could provide a fresh, in- 
teresting and memorable way of selling tea, it was unani- 
mously agreed that such an innovation for hot tea advertis- 
ing should be researched. The research was to be in the 
areas of proper characters, acceptable voices, whether or 
not the commercials registered tea with the viewers in 
eight seconds and whether or not they registered the in- 
tended sales message to a substantial percentage of viewers. 

By cutting down on the length of the commercial—if 
this proved sufficiently capable of registering with the 

(Continued on page 18) 
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I believe very deeply and sincerely in your industry 
campaign for tea, 

1 believe it's a sensible form of business insurance. 
And so I'm here as a salesman for your Tea Council in- 
surance policy. 

Every phase of the Tea Council program has undergone 
many important changes since the first campaign burst 
upon the public in May, 1950. 

Changes in emphasis, approach, techniques are basic to 
tea’s campaign—are necessary if we are going to keep in 
step with the opportunities in this market. 

Our fundamental approach, however, hasn't changed at 
all in the past nine years. 

Advertising, merchandising and publicity have been and 
are the three annual premiums paid on your Tea Council 
insurance policy. 

To move a product or commodity in this market adver- 
tising is essential. And advertising has been the most im- 
portant part of your policy from the very beginning. 

And for hot tea, since our ad appeared in October, 
1951, we have not changed our basic concept of the adver- 
tising that will be most effective. 

What has changed dramatically is the manner of pre- 
senting our story. 

The media pattern we have used over the years shows: 

National coverage in magazines the first few years, 
then a market-by-market approach via outdoor and 
broadcast media. 

The use of television exclus:vcly for several years, then 

a series of combinattons. 

For tea, the message of the pattern is this: based on the 
creative platform—the comparative costs among all media 
and the amount of money available—year by year your 
Tea Council advertising premium has been used in dif- 
ferent ways to buy the most of the best possible insurance. 

As a matter of pointed interest, here's the estimated 
number of total advertising impressions—the amount of 
advertising weight—the Council campaign has generated 
since its inception: 16,100,000 000. 

That's really not a tremendous cumulative total for nine 
and a half years’ effort. It's just a drop in the teapot 
compared to our total competition, 

But the life insurance policy tea has been buying in this 
market has been strengthened by investments that supple- 
ment these advertising impressions. 

There has been a substantial premium paid by increased 
merchandising activity in the grocery and restaurant fields. 


Back in 1950 and 1951, the Tea Council had six field 
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your Tea Council insurance 


By JOHN M. ANDERSON, Executive Director 
Tea Council of the U.S.A., Inc. 


men who were on the road almost all year ‘round, telling 
and selling the tea industry story at the retail level. 

At that time, frankly, there was little cooperation be- 
tween tea packer salesmen and the industry campaign. All 
display material was non-imprinted and there was little 
personal incentive for a salesman to do much with the 
Council campaign. 

Today we operate on a very different basis, All grocery 
material is brand imprinted. When a tea salesman ties in 
with the Council advertising and merchandising, he also 
sells his own brand. The incentive is built in. 

As a result, instead of six there are about 1,200 sales- 
men supporting the industry campaign to one degree or 
another, 

The one merchandising specialist on the Council staff 
now works exclusively at the headquarters level—where 
he belongs. 

Here is the total number of point-of-sale pieces that the 
Council has produced and distributed in the past nine 
years: 


Grocery material.......... 9,130,728 
Restaurant matertal........ 11,865,821 


This ts almost 21,000,000 pieces of display material 
over 80 of it produced and shipped at the order of tea 
packers for use by their salesmen! 

Finally, we should consider the premium publicity has 
been paying. 

I know everyone in this room is sold on publicity. Per- 
haps of all propaganda activities it is the one that an in- 
dustry campaign can do far better than any of the individ. 
ual members of that industry. 

Our publicity has been changing year by year. Heavy 
in newspapers one year, emphasis on television the next, 
then full color pages in magazines. As the tide of oppor- 
tunity shifts, so do our emphasis and direction. Always 
coordinated with our advertising, the success of tea’s 
publicity program has been very gratifying. 

So far we've been talking rathr generally about premi- 
ums paid. Now let’s consider some of the dividends our 
industry has received. 

Here's the import history of tea for the last 18 years, 
expressed in two nine-year periods: 

Total U. S. Tea Imports 
1941-1949 ..... 773.9 million pounds 
1950-1958 ..... 933.5 million pounds 
Total cumulative gain. .159.6 million pounds 
(Continued on page 64) 
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Tea convention does it again... this time with U. N. Evening 


One of the tea industry's most amazing abilities is 
the fact that each year it can come up an evening of 
relaxation at its convention which, at the time, it 
seems impossible to equal or surpass. Yet, at the 
1959 convention, it happened again... this time 


From left, clockwise around the table: Mrs. Ruth Floyd, Mr. Kweed- 
jiehoo, Mrs. Merle Porter, Don Thomson, Warren Cousins, Art 
Dreissiger, Mrs. Ruth Lee Weber, Dean Russell Hassler, Mrs. Kweed- 
jiehoo, Robert Smallwood, Mrs. Harriet Dreissiger, Keith Porter, 
Mrs. Nancy Thomson, Jim Weber, Mrs. Margaret Cousins, Fred 
Rosen, Mrs. Russell Hassler, R. S. S$. Gunewardene. 


If any of the names on this page are wrong, we wouldn't be sur- 
prised, considering the disguises. Look at this table, for example. 
Clockwise, from left: Bob Weiskopf, Otto Goldschmidt, Bob Cruick- 
shank, Mrs. Lynn O'Keefe, Phil Levesque, Mrs. Ann Levesque, Ed 
O'Keefe, Mrs. Lois Cruickshank. See what we mean? 


Clockwise from Gardie Barker, who is at the head of this table, 
are: Mrs. Clare Wilson, Brown Bolte, Mrs. Janice McAdam, Tom 
O'Rourke, Mrs. Sonnie Scull, Bill Hall, Bill Felton, Mrs. Stephanie 
O'Rourke, Annesley de Silva, Mrs. Milda Barker, Tom Rich, Mrs. 
Virginia Suttle, Ted Scull, Jim Wilson, Angus McAdam, Mrs. Jan 
Hall, Harold Suttle, Mrs. Helen Rich. 


DECEMBER, 


with U. N. Evening, as the theme. To at least one 
U.N. delegate on hand, it must have seemed a very 
un-U.N. like evening—and a marvelously gay and 
relaxed one. 


Clockwise around the table, starting with the Chinese Mandarin: 
Pete Irwin, Mrs. William Scandrett, Ed Parker, Mrs. Sophie White, 
Bud Dering, Dick Kubach, Mrs. Kathryn Evans, Jim Hutton, Mrs. 
Harriet Irwin, Bill Scandrett, Mrs. Edith Parker, David White, Mrs. 
Nancy Dering, Bert Dimes, Mrs. Helen Kubach, Harry Evans, Mrs. 
Shirley Hutton. Here, Mrs. Evans is minus her U. N. building. 


Clockwise, from the man nearest the camera: Charies Richardson, 
Mrs. Jack Lawrence, Allan McKissock, Jr., Mrs. Ethlyn Gorenflo, 
Hugh Tibbetts, Bob Wegman, Mrs. Mildred Matson, Phil Eisen- 
menger, Mrs. Eleanor Richardson, Oscar Gorenoflo, Mrs. Gunhild 
Tibbetts, Tom Dannemiller, Mrs. Mary Wegnan, Ray Matson. 


an 


This table went with the devil, who is Walt Cusack. Clockwise, from 
him: Phil Hellyer, Mrs. Dorothy Adams, Bob Gertenbach, Mrs. Sara 
Margolies, Bernie Sachs, Nat Keller, Mrs. Nathalie Sachs, Marvin 
Hirschhorn, Mrs. Arlene Gertenbach, Max Margolies, Mrs. Phil 
Hellyer, Mort Adams. Walt Cusack's devil was a fearsome thing, 
from horns and beard to flowing cape. 
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The song may be a good one but this group of groaners has 

made its last appearance. Today’s audience of consumers will 

abide no cracker barrel cacophony. It demands the harmonious 
blending of convenience with top performance. 


Our song is tea. It grows in acceptance through the con- 
venience of the tea bag. But there is more! Encores for tea 
come through tea bag paper made with one major function 
in mind...to provide full brew strength and true tea 
flavor. The fulfillment of this function through our tea bag 
paper is more than an accomplishment -— it’s a purpose 

to which we are dedicated and have been for more 


than twenty years. 
C. H. DEXTER & SONS, INC. 


Ask Aldine... 
ALDINE PAPER COMPANY, INC. 


Distributor Manufacturer 
535 FIFTH AVE., N. Y. 17, NEW YORK WINDSOR LOCKS, CONN. 
16 COFFEE & TEA Tha 
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fun and sport at Greenbrier 


The lighter side of the Tea Association's 14th conven- 
tion was—as has come to be expected—delightfully re- 
warding. 

The high point was United Nations Evening, which 
brought—first to The Greenbrier’s Mural dining room 
and later to the auditorium—an astonishing assortment of 
costumes. 

They ranged from angels of peace seeking admission 
to the U.N. (Bill Karp and Lea Kates Karp) to the devil 
himself (Walt Cusack), complete with horns and flowing 
cape; from a glowering American Indian chief (Bob 
Cruickshank) and his lithe squaw (Lois Crutsckshank) to 
the U.N, building itself—a model which all but hid its 
wearer (Kathryn Evans). 

On the auditorium’s dance floor, and at the surrounding 
tables, could be seen Oriental shahs and Romans of Nero's 
time; Latin American characters and Russian muzhiks; 
Dutch peasants Castro rebels. There 
proclaimed by a placard on a well known tea man in a 
Canadian stuffed shirt.” 


and was even—as 


tuxedo—a 

Awards for the best costumes went to Mrs. Ruth Floyd, 
who was tn medieval attire; Mrs. Lois Cruickshank, an Indi- 
an maiden; Martin Kane, as Nero; Mrs. Kathryn Evans, for 
her U.N, building; Mr. and Mrs. Angus McAdam, as a 
Scottish lad and lassie; Mr. and Mrs. Thomas J. O'Rourke, 
Scull, 


an Oriental 


as a French gentleman and a can-can dancer; T. ¢ 
as a Chinaman; Mrs, William Scandrett, as 
lady. 

A different slate 


of winners could have been picked several times over, each 


Selection of the winners was not easy. 


time with outstanding costumes. 

A high spot of the evening was Bill Felton’s traditional 
‘Alouette’ —but this with 
dimensions. 


time it was a tradition new 


He managed to put into this rendition a new warmth, 


a quality of freshness combined with an easy, practised 


The Tea Council's "He-Man Tea-Man" award is presented by Robert 
Smallwood (right) Council chairman, to the Detroit Red Wings 
hockey team. P. C. Irwin, Jr. (left) Tea Association president, as 
sists as plaque is given to Gary Aldcorn and Val Fonteyne. 
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Pakistan ends price controls on tea 


smoothness which had the conventioneers “Alouetting” 
happily with him. 

The social events began Sunday afternoon, with a cock- 
tail party tendered by the allied trades. Mr. Cusack chair- 
ed the arrangements for this, in his usual capable fashion 

Following the United Nations evening, the activities 
continued, but more sedately, with a reception and cock. 
tail party Tuesday evening given by the Tea Association 
directors in honor of the representatives of the producing 
countries, and also the new officers and directors. 

As always, golf was the most popular sport among the 
tea conventioneers, and it drew good participation, accord- 
ing to R. D. Thomson, who headed up this activity, 

The course was in good shape, Mr. Thomson indicated. 
Sunday and Monday were gusty, but Tuesday and Wednes- 
day were ideal. 

Because of the wind on the first two days, scores were 
on the high side. Another factor was the shortness of 
the day. Players who started after 1:30 had a hard time 
making it around the course before dark. 


The low gross winner was Thomas Rich, of P&¢ 
Markets, Inc.; and Don Thomson was second low 
winner. 

In the men’s medal play tournament, the winners were 
Warren Cousins, of the A. C. Nielsen Co., Inc.; Oscar 
Nickel, of Thomas J. Lipton, Inc.; and C. William Felton, 
of Henry J. Thompson, Inc. 

Mrs. Edward C. Parker came out ahead in the women’s 
tournament, with Mrs. Willard Mackey, Jr., second 

Winners in the Robert B. 
Smallwood, of the Tea Council, and Mrs, Cruickshank. 


hole-in-one contest were 


In the men’s kickers handicap, the winners on Monday 
were Eugene Connelly, American East India Corp.; Ed 
O'Keefe, Inc.; and A. B. Dreissiger, 
United Services, Inc On 
Henry P. Thomson, of Henry P. Thomson, Inc., and Wil 
lard Mackey, Jr., of Sullivan-Stauffer-Colwell & Bayles, 
led the tield. Wednesday the winner was George Witt, 
of the National Tea Packing Co., Inc 
women's kickers handicap 
Liptrott and Mrs. Mackey; 


Isthmian Lines, 


Food Management Tuesday, 


Topping the field in’ the 
were, on Monday: Mrs, R. | 
on Wednesday, Mrs. Connelly 

In the bridge tournament, charred by Mrs. Max Mar 
golies, the winners were Mr. and Mrs, Edward Ridley and 
Mrs. Miriam Batson 


Prizes were handled by Gene Polizzano, assisted by 


members of the Tea Association's Junior Board 


she d 


Price controls on tea within Pakistan have been abo! 


Dacca by A K Kahn, 


ANNOUNC ed in 


The 


Minister for Industries 


Was 
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new approach to hot tea advertising 


(¢ trom pra ) 


/ mes as Many 


wer the frequency of hot tea messages could be in 
reased about 4007 over the past several years, when 20 


1 spots were the bulk of our advertising 


Theretore, in May and June, 1959, two specimen eight 


mmmercials in this cartoon technique were pr 


luced and research among actual viewers was conducted 
It m be realized that the tests were not designed 
ht-second com roials vs. longer commercials 
Th tundamental purpos ot the test were to leterm n 
whether, in fact, people were able to get the message with 
h uht seconds and whether the characters and voices 
\ 


As far as whether people were aware of the message 
the test indicated tairly conclusively that a very high pro 
rtion of people remembered tea as the product idver 
1-876, bifty-three per cent of those who were exposed 
i commercial were able to play back the main theme ot 
Tea Lets You Sleep 
Ther were two questions used to get peopl s overall 


reactions to the commercials One asked people what they 


thought of these commercials as a way of advertising tea 


ple Lave favorable responses as gave 
infavorable re sponses. The major statements given by those 
spondents who made favorable comments about these com 


| 


mercials as a means of selling tea had to do with brevity. en 


yi nt of th ommerctials terest and cleverness of the 


roads, and also the fact that the commercials left 


people with the thought of tea in their mind, something to 
think about. 

This research did not direct any questioning toward reac 
tions to the slogan, “Take Tea and See,” or the Tea Council 
teapot.” However, these elements came in for spontaneous 
favorable comment in the group discussions which followed 
the interview: there was no unfavorable comment on either 
the slogan or the teapot 

It is our opinion that the examination of the written 
comments on the commercials and the transcripts of group 
discussions indicate that "Take Tea and See” had built up in 


peopl s minds as some symbol of the entire set of qualities 


We believe the results of this research, together with the 
considered opinions of Tea Council directors, statf members 
ind those at the agency, justify the use of this new technique 
the coming year for hot tea advertising 

It would seem logical that no one single commercial can 
be created which solves a// our problems and satisfies every- 
body, whether it be 60 seconds or 20 seconds or even eight 
seconds 

Thus, trom both the creative and media-buying stand 
point, it can be reasoned that the following ts a solution 
create a larger number of very short commercials, each one 
focussed directly on one, and only one, of the strong selling 
points we know to be believable benetits of tea 

In essence, we are saying just what we have said about 
tea in past years—but we are saying it more simply, more en 


ertammely and more ofte in a larger series of shorter mes 


gl 
sages. The length of a commercial is certainly not in pro 
portion to the streneth of the sale. The commercial’s job 1s 


TEA 


89 Broad Street 
Boston, Mass. 


and Best Wishes 


and the New Dear 


HENRY P. THOMSON, INC. 


IMPORTERS 


120 Wall Street 
New York 5, N. Y. 


Member: Tea Association of the U.S.A. 


reetings 


for Christmas 


605 Third Street 
San Francisco, Calif. 
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to register impression on the viewer and that impression ts 
not necessarily in proportion to the length of the selling 
message. Today, f expression to convey or register 


a thought is widely used. 


brevity oO 
People are trained to it and be- 
coming more so each day. 

Highly important in these commercials, by the use of 
three continuing elements, we will secure unity and cumula- 
tive impact for the campaign as a whole, giving it important 
stature. We also gain attention value and memorability from 
these elements, 


1. Animation 


which are: 
Two highly distinctive animated characters 


featured in each commercial. Animation style, voices and 


presentation will be distinctive. 
2. Humor—Will be gained from the amusing plot situa- 


tions of each commercial, as well as from the characters 


themselves, and their attributes. 


2 


3. Slogait—Above all, we will end every commercial, 


paying off plot situation, with a powerful, memorable 
presentation of our most valuable property, the Tea Council 
‘Take Tea and See ia 
1959-60 hot tea 


slogan, 
For the advertising campaign there will 


seven of these eight-second television com- 


be a series of 
mercials 


These spots will be scheduled at night-time (7-11 


p.m.) 
the same 18 major markets which carried hot tea adver 


tising during the past two years. These markets are: 


Chicago Cleveland 
Los Anveies 
New York San Francis 
Baltimore Portland 
Boston Seattle 
Detroit Butfalo 
Philadelphia Syra 
Pittsburgh New Haven 
Washington, Sc henectady 


Providence 


~ the lower unit cost eight-second 
able to increase our frequency of commer 


these major markets 


ause OF great 


ible 


SEC nd Spots, Wwe 


and high 


availability of eight 


to be more selective and acquire better 
riods than betore 
000 homes 


This 


id one mi lion More 


advertising will hit over 23,000, 


Tea Council 
1+ times per 


equals 10% 


throughout the hot tea season 


week 


iched in last year’s campaign 


week 
more Irequency per 
V homes than were r¢ 
ever beamed 


T V Mes 


The biggest, boldest hot tea television effort 
the American Il produce 6,750,000,000 


public will ps 
wes for hot tea! 


Pakistan to try growing 


Chinese tea at Murree Hills 


a cash 


Pakistan is going to try growing Chinese tea as 
crop in the Murree Hills. Coffee 


An agricultural team, assisted by a foreign expert, sur- 


will also be tested 
veyed the area and suggested the experiments 
Six tea nurseries and two for coffee will be set up. 


Simon heads sales training for McCormick 

Nicholas 
has been appointed sales 
mick & Co., Inc., Baltimore, 
Carter Parkinson, director of sales, 


a veteran of ten years in sales work, 
training ot McCor- 
it has been announced by T 


Simon, 
manager 


EMBER 


Christmas Greetings 
and All Good Wishes 
tu the 


Cea Trade 
for the New Dear 


HALL & LOUDON 
TEA BROKERS 
99 WALL STREET 
NEW YORK 


TEA ASSOCIATION OF 


MEMBERS, THE U. S. A. 


Greetings 


Our Best Wishes For 
The New Year 


gh COMPLETE TEA BAG PACKING SERVICE" 


Carle Place, N. Y. Linox 9-0748 


316 Westbury Ave., 
WE PACK YOUR TEA UNDER YOUR BRAND 
Tea Association of the U. S.A 
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Agency (Ikeda), Irwin-Harrisons-Whitney, Inc., Mitsu: 


Japan marks centenary a 
Bussan Co., Ltd., and Jardine Matheson & Co. The Japan 
of tea exports to U. .: headquarters of the last two are in Tokyo, the others in 


Shizuoka. 


ceremonies at Shizuoka In a message to the Shizuoka gathering, Douglas Mac- 


One hundred years ago, Japan's tea export business — Arthur I, United States Ambassador to Japan, pointed out 


began that before the war, America was one of Japan's best tea 
Recently, in Shizuoka City, this event was marked by customers 

ceremonies attended by 7,000 members of the tea trade During the war, of course, this trade was interrupted 

and others, it ts reported by S. Saigo and a market for Japanese tea had to be developed a sec 
On June 2nd, 1859, Yokohama was opened as a port, ond time in the United States,” he declared. 

ind for the first time, at the last stage of the Tokugawa | am told that your exports are now expanding and 

lynasty 396,810 Ibs. of green tea were shipped to the that you will ship about 4,000,000 Ibs. of tea to the United 

United States States this year. This is a sizeable industry, and ts impor 
In the 100 years since, the quantity of tea exported tant not only to Shizuoka but to the entire Japanese 

has varied—-one year reaching more than 52,000,000 Ibs economy. 

inother year dropping to 15,000,000 The Japan Tea Exporters’ Association has published a 
Mr. Saigo states that in the Meyi or Taisho periods, — book which outlines the development of the industry dur 

Japan's teas were exported mainly to the United States ing the century. The book is called “History of Japan 

In the Showa era, about 1926, the market was extended Tea Trade, 1859-1958 

to Africa, the U.S.S.R. and other areas In Japanese, it was compiled under the direction of 
At the Shizuoka City ceremonies, 44 tea met, now dead, § Saigo, and required two and a halt years to complete 

Wel ommended for their service to Japan's tea trade 


the years Among them were. these Felton on trip to England, Africa 
MacKenzie, Otis A. Poole. N. Gottlieb, F. W C, William Felton, of Henry P. Thomson, Inc., New 


| 
Gotch, E. R. Hunt. F. A. Grow. Frederick Hellyer. Waltes York City tea importers, started by 
seven-week trip which will take him to England and the 


air last month on a 


tea producing areas of Kenya and the Belgian Congo 


Eight tea xporting firms were recognized tor act 
n fapan for more than 30 years, The firms were He left after the 14th annual convention of the Tea A 
Japa Black Tea Co., Ltd.; Hellyer & Co.. Kurita sociation of the U.S.A. at The Greenbrier, White Sulph 


Brothers Co. Ltd., Fuji Co., Ltd Japan Tea Buying Springs, W. Va 


This is Our 75th Year of Tea Importing 


RWIN-HARRISONS-WHITNEY 


NEW YORK * PHILADELPHIA * BOSTON »* CHICAGO + SAN FRANCISCO « SHIZUOKA (JAPAN) | 
CALCUTTA * COCHIN (INDIA) * COLOMBO (CEYLON) * DJARKATA (JAVA) * LONDON (ENGLAND) | 
MEDAN (SUMATRA) * TAIPEH (FORMOSA) 


Brisk Flavor! First, drinking Exclusive ‘‘Flo-Thru’’" Tea 
Lipton Tea relaxes you. Then, Bag! Lets all the brisk Lipton 
its brisk flavor picks you up. flavor come through. ‘ 


Answer: Lipton, of course! 


which tea has both: 
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luble coffee: 
a status report 


~ 
~ 


Chateau Nlenac, One ( 


This seems to be an appropriate time to review the soluble 
cottee story. The year 1959 happens to be the 50th anni 
versary of the introduction of the first soluble coffee product 
on the grocery shelves of the United States. This first 
product was reportedly poor in quality, high in cost, very 
much a specialty. It had little public acceptance, so for 30 
years Virtually nothing happened 

Just 20 years ago, the first successful soluble coffee product 
hit the U. S. market. This brand was introduced into a few 
eastern cities in 1939, and it was beginning to enjoy a reason- 
able measure of success when World War II put an end to 
all consumer sales of soluble coffee 

It is hard to believe, but the recent success story of the 
soluble cottee category ts less than ten years old Since 1950, 


soluble cotfce has enjoyed the most sensational growth of any 


AC IN grocery stores in both your country and mince 
Suppose we start by defining our subject, Just what is 


soluble cotfee? Well, it 1s the residue that results when we 
dehydrate—remove the water—from a coffee brew which has 
been made from roasted ground coffee beans, Elemental? 
Yes, of course, and I dare say everyone in this room knows 
this. The astonishing fact, however, is that most of the con 
sumers in the United States do not know what soluble cofttec 


really is... OF how It 1S made 


In a survey conducted during 1958, over 700¢ of the 


respondents indicated they did not know how soluble coffe 


R 959 


“We spend more marketing dollars per cup 


We think there’s a good reason for this.” 


By C. W. COOK, Executive Vice President 
General Foods Corp 


of soluble than on ground coffee. 


is Made, or what it 1s, or had the wrong idea 
many of them thought that it is a form of finely puly 


roasted coffee. A significant number believe that soluble 


coffee is a synthetic product, which somehow incor} 


coffee flavoring and coloring. Another large group simply 


does not know and probably does not care 


t could be argued that it is not terribly important whether 
consumers know much about how a product is Made or not 
However, when the general Impression ts that the product in 


question ts an interior substitute for the real thing, then there 


Is reason to suspect that lack of knowledge may inhibi 
sumer sales 


This beliet prompted us to try to persuade the Re 


Digest to publish an article setting forth the facts and tell 
ing the interesting story of the growth of this fascinating 


product category Fortunately, Reader's Digest chose to 


publish an article in their April, 1959, issue, entitled. “( 
This Instant Upstart,” which perhaps many of you 
We hope that it did some good 

Now that we have detined soluble cottee, let's talk 
its characteristics How good Ss -4tf How does 
How does it compare with the bevearage made from ri 
ground cottee 7 

Most old-line coffee men would quickly tell you that, 
pared to ground coffee, soluble ts weak, lacks aroma, 
body, and all-in-all is an inferior substitute. And by 
standards they are right! 


Let’s examine for a moment the basic differences bet 


the two products. In making a beverage from ground coffe: 


the housewite uses hot water at the boiling point (212 


or below, and extracts approximately 164 to 18, 
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Canada’s rapid rise in instant coffee 
Per} aps jou u Hl be interested In a MPAVINON of 
hot beverage wn between the United States 
wd Candda Based i] the late if figures avatlabl 10 
le OF every 100 Cups of the heverages VOH, Li 
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So the old-line coffe xpert is right. These products 
litteren But what does the hint Ih wh 
ul 
Based on la number of tests, we do know that most 
the publ in tell the difference between the two p 
{ : When we serve three unidentified cups of cottes 
beverage to selected groups, two of them being identical 


sometimes the pair wall be soluble cottee, with the odd cup 
being regular; other times the pair will be regular, with the 


odd cup being soluble—over 80% of the testers readily pick 


the odd cup. In other words, they can tell the difference 
between soluble and regular 

The smportant tact is, however, that in test after test the 
two types are about equally preterred by the respondents 
Remember that in these tests the respondents only knew that 
they were comparing one coffee against another, and no 
mention was made of ground coffee or soluble coffee 

You know it has been argued that coffee, along with liquor, 
cigarettes, olives—and many other things—is an acquired 
taste. Research indicates, for example, small children by and 


a 


large just do not like the taste of coffee. Isn't it reasonable 
to expect that a certain percentage of the population preters 
a beverage that is less harsh, less bitter—more bland, if you 
will ? Tests and actual sales experience would seem to bear 
out such a conclusion. 

Let me repeat that almost half of the coffee drinkers seem 
to prefer soluble coffee over ground coffee on blind taste 
tests Is there any doubt then that there 1s a real place for 


oluble cottee? 


Comparative costs 


Next, let's examine the comparative costs for soluble vs 
ground coffee. To do this you have to make an assumption 
regarding the number of cups of beverage that are made from 
one pound of ground coffee and the number of cups made 
from a two ounce jar of soluble. If we tollow the directions, 
a pound of ground coffee would yield 40-45 cups, whereas a 
two ounce jar of soluble coffee would give 24-27 cups The 
relationship we use ts that a two ounce jar ts equivalent to 
60° of one pound of ground coffee. 

I should add that the Pan-American Coffee Bureau does 
not agree with these figures, as their findings indicate that 


people in the United States get an average of 65 cups pe 


pound of ground coffee. This ts certainly contrary to good 


practice and results in an inferior brew 


pr 

The figures I am about to quote assume the 60C¢ relation 
ship. As far as raw material costs are concerned, soluble 
ottee 18 Considerably Chedper, ron half the cost per cup 


ompared to ground offee. because we get twice the yield « 


soluble solids in our process at the factory Manufacturing 
ts are Aivher in soluble coffee, as we have a tar mor 
pl xX operation For example we estimate that 
juires the investment in plant ind equipment per cuy 


soluble cottee as compared to regular cottee 
b 


costs per cup of soluble are considerably highe 


than in the case of ground coffee, and I expect to retes 


I 


Profits for the coffee roaster are higher per cup of sol ib] 


itfee also, and we believe this ts pustine d Years of research 


nvolved and there 1s a much heavier plant investment 


nd an equipment obsolescence factor that must be 
fered 
The ves suit Of all hes¢ wtors 1S ha sol bl« S rougn 
20% Ie ostly on a per cup basis to he consumer that 


ground cottec If you accept the Pan-American Coft 


Bureau's findings regarding cups of beverage made trom 
p und of coffee, then the cost per cup ts about the same tor 
soluble and ground 

We have talked about quality and costs, so it ts logical 


to ask, “Just why do soluble coffee users buy that form of 
cottee?’ A number of consumer research tests have tried 
to get the answer to this question Every one I have seen has 
about the same answer. In such tests, over 80¢ of the 
people give as their reason for buying soluble cottee, “Con 
venience’ Not quality, not cost, not taste pretere nce but 
convenience! 

We suspect that this is not exactly the true situation 
You know an interesting psychological test was made a few 
years ago, which indicated that housewives using soluble cot- 
fee felt guilty of taking a shortcut at the expense of their 
families’ welfare, that they weren't being good wives and 
managers as they weren't serving their families the best be- 


cause of what might be interpreted as a bit of laziness. | 
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‘eee us t is impossible to remove thts water without, at the a 
tim lriving off rtain volatil onstituents of the 
To be sure, we try to recapture them and return 
hem to the product in the form of “aroma,” but frankly w — ea 
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suspect that the rapid growth of so many convenience foods 


relects less and less concern on this score. 
Our observation is that most users of soluble coffee buy it 
at first as a fill-in convenience product, to be used only on 


rush occasions. As time goes on, however, many of these 


users get to like soluble coffee, even preferring it over coffee 
brewed from roasted ground beans. There is some evidence 
in the States that more and more housewives are beginning 
to admit they use soluble coffee and don't feel guilty about it. 

Next, let’s ask ourselves just who buys and drinks soluble 
cottec 


soluble had its greatest popularity among urban families, 


In 1952, the right answer would have been that 


usually apartment dwellers, in the eastern third of the United 
States, in the middle and upper income groups, and who had 


small families. This ts no longer true—or at least much less 


true today than it was 


Who buys solubles ? 


Today 58@ of all U.S. families buy at least some soluble 
25% of U.S 
use soluble coffee “more or less’ regularly 


coffee in a six-month period. families—one 
out of every four 
and account for 75©@ of all soluble coffee used. These con- 


sumers can be found in cities, small towns, avd in rural 


areas. They are in a// income brackets and tn all age brackets. 

One factor that still seems to be important has to do with 
size of family. The larger the family, the more likely the 
housewife ts to make a pot of ground coffee. 

While it is true that soluble coffee still enjoys a somewhat 
higher degree of popularity in the densely populated eastern 
third of the U. S., the other areas are rapidly catching up 
It may be safely said that soluble coffee has a broad appeal 


to consumers 


I mentioned earlier that we spend more marketing dollars 


per cup of soluble coffee than on ground coffee. We think 


there 1s good reason for this 


If we consider both coffee and tea, it is apparent from 
the figures available to us that in both the United States and 
Canada the consumption of ground coffee, and of tea as well, 
is barely keeping pace with the growth of population. On 
the other hand, soluble coffee growth has been sensational 
For example, soluble coffee sales in the United States during 
the last 12 500% 1951. In 
Canada, soluble cotfee sales during the last 12 months were 
900% greater than 1951, 


months were above sales in 
And soluble coffee sales are st/// 


growing rapidly in both of our countries. Is it not logical 
to spend more marketing dollars where the possibility of 


further growth is so evident ? 


Soluble packaging 


Now a word about packaging. First, materials 
The two soluble cotfee products introduced before World 
War Il were offered in metal containers. Immediately after 
the War, metal was still in short supply, so glass jars came 
use 
For the 


better 


Cotter 


had 


glass had two advantages. First. 1t ha 
This is important, since solubl< 


consumer, 
reclosing feature 
from the air readily, and this 


absorbs motsture Very 


fact rather demands a relatively air-tight reclosure 

Secondly, the consumer could see what she was buying 
The early soluble coffees were light in color, dusty as talcum 
powder and considered by many as unattractive in appearance 


Darker, more granular products appeared on the market 


and won consumer favor. But she wanted to see the product 
to be sure. 

Actually, metal or plastic—or some other lighter, unbreak- 
able material—would have several obvious advantages over 
glass. Highcr packaging speeds, freedom from breakage- 
in the factory, in transit, in the store, and in the kitchen— 
and lower freight costs would then be possible. Changing 
Mrs. Consumer's buying habits is never easy and few of us 
have the temerity to try, unless the rewards are great. 

Package sizes are confused at the moment. The basic 
two ounce size accounts for approximately half of all pur- 
chase Why two ounce? I wouldn't know 
Perhaps in the early days the claim was made that two 


transactions. 


ounces of soluble were equivalent to one pound of ground 
coffee. We know today that this ts not true; three ounces 
would be closer to equivalency. 

In the U.S., some 70¢ of all volume ts in larger size Jars, 
five ounces and above, most of it being in six ounce jars. 

A number of eight ounce packs have hit our market in 
the last several months, but the new swing seems to be to the 
I don't know what the limit ts, 
portant chain organization recently introduced a 12-ounce 


ten Ounce size. as one im- 


size. So—take your choice. 


In the institutional field 


Soluble coffee has experienced only /imsted success in the 


institutional field. Virtually all restaurants, hotels and insti- 


tutions have complete urn equipment which yield rather fa- 


vorable results in both quality and cups per-pound yield of 


ground coffee. It 1s understandable that most operators of 


such establishments are reluctant to switch to soluble coffee. 
Automatic vending machines which dispense hot coftee 


continue to increase in number, especially in factories, othice 
The growth 


buildings, busy subway stations, etc. rate of 


is about 8 per year. 


I believe it to be worthwhile to spend a minute or two 


talking about the raw material that 1s selected for soluble 
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the Southern Coffee Roast 


led ge 
equipment arrangements. 

It is not my intention to make this a sales pitch, but 
rather to discuss with you what's new in cottee processing 
equipment, which to me means from dumping point to 
finished package. 

To do so I will follow and describe a typical operation 
dock, 
processes and discuss each step involved. 

But first I wish to state that all development work today 


from warehouse or freight car through the various 


is aimed at the creation of more and more automation, 


resulting in the use of less and less labor. That's neces 

sary if you agree with the following prognostication the 

gross national product of the United States will increase 

11, in the next ten years, whereas the available labor 

force will increase only 13. 

Because of this imbalance, modern industry is charged 
with providing the means of bringing the miracle about 
There ts one way only in which it can be done—through 
the development and use of more ethcient machines per- 
forming even greater labor saving operations than those 
now 1m use. 

Let's start our journey through a typical coffee plant. 
It will be a big plant, because plants are getting larger and 
fewer every day. If the smaller fellow, still in existence, 
can copy some of the economies described, his load will 
become lighter. 

Some little fellows, in the past, have complained about 
their inability to compete. They dry up while other little 
fellows, with vision and imagination, start up, continue 
to grow and become one of the big boys. 

|. The first step has to do with the haulage and handl- 

ing of green coffee. Great strides have been made 
in this phase of operations in the past few years. 

Special trucks have been designed. Pallets are 

loaded at the site of bulk receiving and transferred 

directly to the plant. 

2. Pallets slide from the truck onto roller conveyors 
and the pallets may be directed into any area desig- 
nated for piling, as of the moment. The roller 
conveyors are portable and can be shifted readily 
about the plant. At the end of the conveyor run, 
pallets are picked up by a fork lift and stacker as 


high as the building 


will permit 


in coffee processing 
equipment ? 


By J. L. ROBINSON, President 


Jabez Burns & Sons, Inc. 


3. When the coffees are to bent to the dumping area, 
fork lift trucks again bring the pallets to nearby 
roller conveyors, and the pallets thence proceed 
directly to the dump, unattended 

Variation in and dumping 


{. There ts a cutting 


methods Some 


One tn particular intrigues me, perhaps because it was 


are quite Ingenious 
designed by one of our customers rather than ourselves 


As a pallet slides across the dump, it is raised by a hy 


draulic lift to waist height. The men may now slit the 
bags open, the coffee ts dumped with a minimum of effort 
and a When the top 
of bags is empty, the lift raises the pallets accordingly, 


With 


this method four men can handle up to 80,000 Ibs. an 


minimum of consumed time layer 


and so it goes until the empty pallet slides away 


hour 
5. Dumping points are suitably protected by suction, 
both for health conditions and to better the cleanl 
ness of the plant itself. 

6. From the dumps, green coffee passes directly to the 

cleaners. Here a major change in design has 0¢ 

curred in the past few years. The cleaning rate must 
be equal to, or in excess of, the dumping rate and 
should not be controlled by the roasting or pro 
cessing rate. 

For example, if dumpers are operating at the rate of, 
say, 75,000 Ibs. an hour, to feed roasters with an output 
capacity of 26,000 Ibs. an hour, the cleaners should have 
a capacity of 75,000 Ibs. per hour, the dumping rate, rather 
than 26,000 Ibs. per hour, the roasting rate 

An older method of design included cleaners designed 
for the capacity of the roasting rate. In other words, 
each processing step was approximately the same capacity 
as the preceding or succeeding step. In most plants today, 
however, dumping rates greatly exceed the processing 
No cleaner, irrespective of its type or design, can 
A high percentage ot 


Face. 
be effective or efhcient if overfed 
plants today are underequipped in green coffee cleaning units 
7. From the cleaners, coffee is automatically conveyed 
to the storage bins. There should be more bins 
than types of coffee used, and the capacity of these 
bins should be as large as the building struccure 
will permit. Some large plants have green storage 
capacity as high as 1,500,000 Ibs. of green coffee in 
bins, prior to the roasting units. 
8. From storage bins, coffee 1s automatically blended 
through various devices of different design, depend 
ing on the type ot plant under consideration, and 


(Continued on page 28) 
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WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


FROM ALL OTHERS 


BRAZILS 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 


coffee the nation’s favorite beverage naturally 


Yet, 


all like the same blend or brand. 


do not 


one country, Brazil, continues year after year 


to export more of its coffee to the United States 


than any other country 


A basic reason ts the unequalled variety and 


quality of the Brazils. They satisfy a wider 


range of consumer tastes than any other cot 


fee, Coffee experts and the general public 


igree on the eminence of their rich body, full 


flavor and aroma, The U. S., taste for coffee 


has been built on Brazils. 


PROMOTE 
BETTER 
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Join the industry-wide 
campaign for 
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Best Wishes to the U. S. coffee trade 
for a Happy Holiday Season 


THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, N. Y. 
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what's new in coffee 
processing equipment? 


(Continued trom page 5) 


blended 
bins over the roasters 

The re 
blenders, weight blenders, pulsating blenders, and/or con 
Which 


Naturally, the greater the 


the resultant coffee is delivered to large 


are various methods of blending—using volume 


tinuous weighing blenders chosen de- 


ty pe Is 


pends on the accuracy desired 


I 


accuracy stated, the higher the cost of 


volved It 


blend ts sufhcient, 


equipment In- 


for example, to Variation in your 
don’t specify 1 unless you really need 
or unless you are prepared to pay tor this accuracy 


Extreme ly close tole rances howeve r, are obtainable 
wish them 
Ait 


yreen 


popular today for transportation of 
ising them for handling 
cores 


wrong with air lifts, and 


Some | lants are 
ottes 
he r¢ 


built and 


roasted bean ind even ground 
1s nothing 
we have installed many. The power re 
than for a 

If the 


ciecti Pov I ! t not 


however considerably 


comy arable 


quired more 


mechanical carrying system cost 
recom 
mend att 

Practically all roasters today are continuously opera 


ted, whether they are of the continuous stream or 


the continuous batch type Which type you require 
pe On your OF cration and general methods ol 
processing A 
the answer 


While we 


smokeless operation 


combination of the two is usually 


the subject of roasters. how about 


The question ts often asked, 


Should our roasters be smokeless?" Another popu 


t 


lar query is, “If the operation is smokeless, do we 
get anything in exchange for the added expense?”. 
We never that converted to 
smokeless operation unless local ordinances require 
it or good public relations indicate it. If either ot 
these conditions exist, however, and you do convert, 


suggest roasters be 


your capacity will be somewhat increased and your 
quality improved. 


From the roasting equipment, coffee passes through 


either of the centinuous batch 


where the critical tempera- 


automatic coolers 
or continuous flow type 
is reduced so that continuation of the roast ts 
The 


water to assist the cooling operation is recommend 


ture 


impossible, addition of sensible amounts ot 


ed and does not adversely affect the cottee 


Pneumatic stoners remove trash of a specific gravity 

heavier than that of coffee. It ts important that they 

be correctly operated. Some plant attendants, tn 
t 


their desire to move coffee onward at the quickest 


possible rate, Ope N air gates as wide as possible, close 
louvers and let the stream move, This method does 
not offer the greatest protection within the stoner 
for the removal of heavy goods. An air lift results, 
but not a stoning mechanism 

eliminate ferrous 


Magnets placed at strategic points 


material which would damage grinders 

14. The coffee continues onward into roast cottee stor- 
age bins, either by gravity or by means of a convey 
or system 

15. Outlets today are protected by chatf and dust remoy 
ers. Although the efficiency of these separators is 
high, in the neighborhood of 97, 3€¢ which 

escapes into the atmosphere may be troublesome in 


certain localities 
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“Mark my word’ 


, By MARK HALL 


PARADOXES 


Some sages have taught with paradoxes. Others 
have amused with them. The intent of this bit ts 
to confuse with them. 

The coffee business is buying and selling. As a 
pastime, its voteries buy and sell stocks. To succeed 
in either takes talent, Anybody can talk about it. 

When the market looks rosy and there is a fever 
of buying, it is time to sell, 

When things look bad, real bad, and the market 
scrapes the bottom, with the public sadly shaking 
its head, it is ime to buy, 

Disaster or calamity may mean strength for some 
commodities. 


Bountiful crops may bring disaster to the grower. 

When the insider's are accumulating, the public 
is selling. When the insiders are selling, the public 
is buying. 

When the good news is out, it is time to sell. 
When the good news is merely rumor, it is time to 
buy. 

The insider's tip is strictly for the outsider. 

The insider won't sell until the outsider is ready 
to pay him his profit. 

When times are hard and stocks are cheap, people 
haven't the money, courage or judgement to buy. 
When stocks are booming, with prices at fantastic 
levels, people haven't the courage or judgement to 
sell 

The men who know most about stocks are often 
the men who know least about the time to buy or 
sell. 

The men who know least about stocks are often 
the men who take their own advice—and lose. 

If roasters could buy coffee and hedge with stocks, 
or buy stocks and hedge with coffee, it would be an 
ideal world. But as everyone knows, this is not an 
ideal world. 
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why Continental's 


coddled salesman produce 


With less than 10¢¢ annual sales personnel turnover 
in its route sales set-up, the Continental Coffee Co. knows 
it has sold itself to its salesmen, according to Sales Man- 
agement magazine, The firm uses cash incentives, promo- 
tional deals and, most important, the personal touch to 


show salesmen it cares 


The Continental Coffee Co.'s 200 route salesmen are 
(1) on speaking terms with the president and (2) on sell 
ing terms with their customers. 

Alvin Cohn ts happy about this As 


youngish, sales minded president, he'll tell you, “Our 


Continental's 


company ( 1958 sales: $30,000,000) ts only as good as our 
salesmen—and they're pretty good 
cin't manage men without knowing what's on 


he adds The 


omplish is to encourage them 


most important thing you 


to say what they 


really believe 


You must consider your sales force when you make a 


policy decision. How will they feel about it? How will 
it affect them? In short, you've got to understand that 


salesman of all of his operating prob 


front-line yours 


Everything you 


incentives, his compensation 
You can’t hire him 


lems his 


do must be oriented to the salesman 


ind forget him! 
The Continental Cottee Co., In¢ 


plier of coffee and allied food products from chocolate 


is an institutional sup- 


syrup and egg noodles to soup mixes and barbecue sauces. 


Coftec 


however, accounts for 75¢- of the annual sales 


volume. Plants are located in Chicago, Brooklyn, Toledo 
ind Seattle 
Company salesmen are route salesmen. They sell a user, 


order It's hard work and a man can 


Cohn 


then deliver the 


easily become discouraved recognized the need 


te more than the iverage imcentives 
He found 


of his sales personnel For 


them Ap} lied them and annually loses less 


than 100 route sales organi 


an outst inding record! 


Cohn ind his general sales Walter Belinky. 


ictively encourage routs salesmen to KCC} VOINg with 


If a district manager turns 
Sales Man 


salesman 


in Ter i they believe has merit 
down, Cohn 
Belinky It the ide 


i final recourse. ( 


them sugyecsts they route it to 


i no, the 
We want it this 


‘| he system has given us some of our best Ope ration 


iger a still receives 


has, and uses. Cohn as % 


Wily 


il and new product ideas.” ) 


Continental uses call reports which are filed once 


week with the district manager. Each of the 28 district 
managers rides the routes periodically. 

Cohn himself may drop in on a route salesman, along 
with the maanger run the rounds of Con- 
tinental customers in that territory, (“ I do this about 
ten times a year, the district managers do it constantly. 
We've found this to be the only way sales management 
can really understand the route sales situation.’’) 

Continental salesmen seldom, if ever, have a chance to 
feel alone, Scarcely a day passes when a letter, memo, 
suggestion for a new promotional deal or general sales 


district and 


message doesn’t arrive at their homes, 

Cohn’s salesmen are actually solicited once a year for 
new product suggestions, The results are published in a 
general report and sent to the entire force. 

When a man comes up with a useful suggestion about 
operations, sales approach, etc., the company memos it to 
everyone—''Such recognition has spurred creative think- 
ing on the part of everyone,” says Cohn 
Continental salesman receives concentrated on- 
He goes directly into his new territory 


The first 13 days in 


A new 
the-job training. 
with a senior salesman at his side. 
the field, the new Continental salesman receives his train 
ing from the senior man through a rigid, prescribed lesson 
plan, including a datly progress test, 

At the tend of this period, if the district manager feels 
he is going to stay, and the new man is happy, he spends 
a week at the plant, where he receives, individually, a 
thorough briefing on main office operations and procedure 
cedure. 

The Continental salesman usually finds himself working 
Contests abound. “We 
says Cohn, “but we 


towards definite sales goals 


used to use customer premiums,” 


(Continued on 
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The Topper Co.'s Clarence Yeomans and CBI's Jack Leach look 


at one of the coffee urns modified to brew better beverage. 


ow better brewing 
ets that way 


In this equipment case history, 
a coffee supplier was taken 
off the hook. You might want 
it to happen to you... 


By MARK HALL, San Francisco Representative 
Coffee & Tea Industries 


Two heads are better than one. This was shown all 
again recently when Jack Leach got together with 


Jack is The Cotfee Brewing Institute's 


over 
Clarence Yeomans 
representative on the Pacific Coast, and Clarence ts presi 
dent of the T. J. Topper Co., 
cial and institutional cotfee-making equipment sold all 


manufacturers of Commer- 


over the world 

This ts what happened 

A large chain operator in Northern Calitornia had cottce 
brewing problems. The operator was ready to blame the 
cottee supplier and the brewing equipment, or both 
Jack exonerated the coffee supplier, by proving the cottec 
through proper brewing The operator was then on 
Clarence’s neck, because it was found that the equipment 
would not brew properly when the correct ratio of water 


to coffee was used 


Knowing of Jack's work with the coffee supplier, Clar- 
ence sent for him, to see if he could also help with the 
equipment problem, One of the first things Jack did 
was to inform Clarence of proper brewing requirements 

Until The Coffee Brewing Institute came along, we 
designed our equipment to wash all the solubles out ot 
the coffee.’ Clarence now comments. “This was in line 
with what other equipment manufacturers were, and still 
ire, doing. By over-extracting, we and others were claim 
ny that our equipment would produce more cups of cot 
fee per pound. When you consider it, it’s silly to think 
that a prece ot equipment could add more cottee to cottee 

Contronted with the problem ot making the operator's 


equipment brew coffee at the proper ratio, Jack and 


Clarence combined the scientific knowledge of The Cof- 


Brewing Institute with the engineering know-how 


of the Topper Co. The equipment involved consisted of 


automatic urns. There were some 


As Clarence stated, these urns were 


three- and six-gallon 
preces included, 

designed to place excessive amounts of water on the coffec 
grounds. The filter baskets were planned to keep the 
coffee in contact with the water for long lengths of time 


The sprayhead water supply and the regulator valves on 
the six-gallon urns were the 


take 


urns and 


same as those on the three 


gallon urns It would 10 to 12 minutes to make 


cotfee in the three-gallon 20 to 25 minutes to 


make it in the six-gallon urns. 
The task of modifying the urns began, moving from the 


premise that cotfee brewing equipment should meet Arex 


requirements Bring a correct 


These require ments are 


amount of coffee into contact with a correct amount of 
Water for the correct amount of time, according to the 
grind, and ethciently separate the brew from the grounds 

With this concept in mind, the urns were modified so 
that the bed of grounds was thoroughly wetted in the first 
minute of the brewing cycle and all water was placed on 
the grounds within four minutes. The filter basket was 
drained and total 


This was brought about by changing the sizes of water 


removed in a time otf eight minutes 


supply lines to sprayheads, installing larger regulator 
valves and enlarging the diameter of the filter basket 
The operator was highly pleased with the resultant 
brew, but Jack and Clarence’s troubles were not over, The 
modified urns worked pertectly at the location where the 
However, various locations throughout 


At these 


locations, filtration was retarded, thereby over-extracting 


tests were made. 
the state have water that ts artificially softened. 


the grounds. 

Again the knowledge of The Coffee Brewing Institute 
Was put to use. It is known that the Zeolite charges the 
water with excessive sodium which, in combination with 
carbonate or bicarbonate tons, changes the physical charac- 
ter of the bed, which may result in a slowing down ot 
filtration and thereby extend the contact time and over 
extract the grounds. 

This problem was solved by the Topper engincers, 
through modifying the urns so that part of the water was 
automatically bypassed around the filter basket, by by-pass 
valves. Only the water that would pass through in the 
proper length of time was put on the grounds. 

As a result of this teamwork by The Coffee Brewing In- 
stitute and the Topper Co., a beverage coffee was finally 
brewed which was highly acceptable to the operator's cus- 
tomers. In tact, this particular chain has entered all their 
nued on page 72) 
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Christmas in Guatemala 


Season's Greetings 


to all our friends 


in the trade. 


Oficina Central del Cafe Ciudad de Guatemala 
and 


GUATEMALA COFFEE BUREAU 


111 WALL STREET NEW YORK 5, N. Y. 
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Marketing 


advertising . . . merchandising . . . promotion 


Newest ingredient 
in some coffee cans 
is just plain money! 


The newest ingredients in some brands of coffee is money 

packed right in the can! 

Butter-Nut Coffee was planning to break into the northern 
California market with the special inducement of coins in 
the can—25¢ in the one-pound cans, 50¢ in the two pound 

ins 

Duncan Coffee Co.'s Maryland Club brands of can and 
Colorado Minnesota last 


month with silver coins packed inside, according to Adver- 


jar coffee went on sale in and 
tising Age 

Seven cents was the amount picked by the North Woods 
C ol fee Co 
ottee, (Sec 
Page 20.) 

The brand introduction will be supported by saturation 
TV and radio spots, newspaper ads, and No. 100 outdoor 


Chicago, tO Lo into each pound of its 
September, 1959. COFFEE & TEA INDUSTRIES, 


showings in all major northern California markets. 

According to Don Keough, marketing director of Butter- 
Nut, this is the first time a coffee manufacturer has given 
consumers a cash bonus packed into coffee tins. 

D'Arcy Advertising is handling the campaign. 

Re sponse to the Duncan Coftee promotion Was so strong, 
supplies ran out. The company took a full page advertise- 
ment in the Minneapolis Sunday Tribune and the St. Paul 
Pioneer Press to say, “Oops, sorry!,”” and to explain that 
more of the introductory cans and jars were on the way. 
Clay W. Stephenson & Associates, Houston, has the ac- 
count 

The cash-in-the-coffee-can idea is not new to Mr. Stephen- 
son, head of the Stephenson shop. Until he started his own 
iwency, Mr. Stephenson was executive vice president of 
Pracy-Locke Co., Houston, which formerly handled Duncan 
Cottee 

In October, 1957, Tracy-Locke used the same technique on 
Boscul Coffee, made by William S. Scull Co., ¢ amden, N. J. 
Boscul put a nickel in an envelope in the coffee, with a 


coupon worth L0¢ 


Chock Full ’0 Nuts campaign urges men 


“to fight for rights’ to good coffee 


Chock Full O' Nuts Coffee is launching a 

the the 

the wife who doesn't serve him a good cup of coffee 
Chock Full O° Nuts is proclaiming, in copy slanted spe- 


$1.000.000 


campaign to urge man of house to rebel against 


cifically to men, that “it 1s every husband's right, every wife’s 


duty” to have a good cup of coffee 

Grey Advertising is the agency, 

The campaign urges the male breadwinner to “fight for 
not be the victim of penny-pinching, bar- 


An shocked, 


open mouthed young housewife with an overturned cup on 


his rights’ and 


gain hunting wives.’ illustration shows a 


her head placed there by the annoyed man of the house 
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coffee streaming down her face, and a headline with the 
male call to arms: “MEN: Don't let it come to this! Win 
your fight for a decent cup of coffee.” 

The new advertising theme emerged from the realization 
that women make unilateral decisions about the coffee men 
drink. “We maintain that man should have the voice and 
the vote regarding the coffee he drinks and that he has a 
right to good coffee,” a company spokesman said. "We in- 
sist that the penny-pinching wife who skimps on quality, due 
to indifference, is derelict in her duty to her husband.” 


Mileage payments to food industry 


salesmen reach all-time high 


The cost of keeping a food industry salesman on the 
road in an automobile has reached an all-time high 

Mileage payments to food industry salesmen driving 
their company business reached a national 
average of 8.93¢ per mile this year, the closest they have 


inched to the 9¢ mark. National average for all industries 


own Cars on 


is 8.91¢, also a record high. 
This represents a jump from a year ago, when the na- 


tional average Wds 5.220 per mile. It is an increase of 


over 1957, when the national average was 7.72¢ per mile. 
This trend was disclosed by A. J. Schoen, president of 
Wheels, Inc., Chicago, one of the 
fleet leasing firms. Wheels’ survey represents reports from 
327 companies operating national, regional, and local 


( ompanies 


nation’s largest auto 


auto 
fleets, ranging In size from 25 to 1,000 cars 
paying a flat mileage rate and those paying rates on a sliding 
scale based on territory were both included 


Ehlers Coffee in quality drive 


Albert Ehlers, Inc., Brooklyn, N. Y., has launched a three- 
month campaign with the slogan, “There is no finer coffee.’ 
An 18¢ discount coupon is highlighted. 

About 45 eastern newspapers, business publications and 
Everywoman' Circle for black 


white advertisements, plus a radio spot schedule in New 


Family are scheduled and 


York, Connecticut and New Jersey 
Coordinated Marketing Agency ts handling the campaign 


A savings of $830 per unit over the life span of their truck bodies 
is what Cain's Coffee Co., Oklahoma City, expects from a change to 
aluminum. Costs will be cut mostly in painting, also in licenses, gas, 
general wear. In addition, aluminum makes truck interiors more com- 
fortable in summer. The American Body and Trailer Co., Oklahoma 
City, supplied 16 units, mounted on two-ton trucks with 17!/2-inch 
wheel bases. About half of Cain's fleet is two-ton trucks, used by 
driver salesmen outside metropolitan Oklahoma City, Tulsa, Wichita 
and Corpus Christi. Step-vans are used for city sales and delivery. 


INDUSTRIES and The Flavor F 


Cain‘ itch lumi di 
+ ain’s switches to aluminum bodies 
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AMERICAN PRESIDENT LINES. LTD. 


Fast, Regular, Service from 
CEYLON INDIA, INDONESTA and CHINA 
29 Broadway New York 6, N. Y. 


ARBUCKLES JAY STREET TERMINAL, INC. 
Npecializing Tn 
Green Coffer Warehousing 
New York Office Brooklyn Office 
90 Front Street 25 Jay Street 


AUSCH COFFEE COMPANY, INC. 
Coffee Importers, Roasters, 
and Private Label Packers 


111 Wall Street New York 


BARRY & POWELL 
affiliates 
ROLLINS BURDOCK HUNTER CO. 


Insurance Brokers and General Average Adjusters 


116 John Street New York 38, N. Y. 


W. BECKER & CO. 
Brokers COFFEE 

408 West Grand Ave. 
Tel. Su 7-0937 


Agents 
Chicago 


E. BICKFORD & CO. 

Coffee Brokers and Aqeuts 

Since 1886 
427 Gravier Street 
New Orleans 12, La. 


120 Wall Street 
New York 5, N. Y. 


BORG ERICKSON CORP. 
Wiis. of Quality Scales 


for the Tome 
1133 North Kilbourn Ave. 


Chicago 51 
JABEZ BURNS & SONS, INC. 
Coffee Processing Machinery 


| Ith Ave., at 43rd Street New York 


BURTON, PARTLAND & CO., INC. 
Certified Public Weighers Since 1914 
Carloaders Reconditioners 

221 Front St. San Francisco, Calif. 


BYRNE, DELAY & CO. 
Coffee 
302 Magazine Street, New Orleans 


CAL-COMPACK FOODS, INC. 


Growers Dehydrators Grinders 


Paprika Chili Powder Hot Peppers 
Santa Ana California |! 
LEON CAVASSO, JR. 
Coffee Agent and Brokes 


210 California Street 
San Francisco Calif. 


B. FE. CLOSE COMPANY 
Coffee Brokers 
406 Elm St. Cincinnati 2, Ohio 
DANNEMILLER COFFEE CO. 
Private Brand Coffee and Tea Packers 


Rochester, N. Y. Brooklyn 32, N. Y. 


Line 


MISSISSIPPI SHIPPING CO., INC., NEW ORLEANS 
W. J. DONOHUE & CO. 


Coffee Brokers and Aqeuts 


102 Front Street 
Daniel A. McNulty Thomas J. Mangieri 
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Weighing 
2601 Decatur Street 


ROASTERS 


100 Front Street 


Box 2076, Terminal Annex 


108 Front Street 


GRACE LINE 
Nerves the West Coast Coffee 


Los Angeles, San Francisco 
Portland, Seattle, Vancouver 


Holiday Greetings! 


THE GRAND UNION COMPANY 
East Paterson, N. J. 


Dirty Srorace & Forwarpinc Corp. 


FARMER BROTHERS 
RESTAURANT SERVICE 
Los Angeles 37, California 


EDWARD J. FINNEGAN 
GENTRY 

Onion and Garlic 

/ 


VAX GORDON 


ler of Coffee 


New York 5, N. Y 


ade 


| 


GREENE TRADING 


COMPANY, INC. 
Coffee Agents and Brokers 
60 Wall Street 


General Forwarding 


New York 5, N. Y. 


P. JOHN HANRAHAN, INC. 


Cardo rriston 


Custom Brokers, Weighers aud Forwarders 
26 Broadway 
Tea 
Warchousing 
New Orleans, La. 
PACKERS 


New York 4. N. Y. 
VMAX HORWITZ CO. ING 
Tea Bag 
194 Water St., N. Y. 


Merchants 
Consistently Good! 


Vanufacturers 


BO 9-8159 
Roasters & 


HUGGINS-YOUNG CO. 
Packe rs 


Vernon 58, Calif. 
New York 


LEON ISRAEL & BROs. 
Chili and 
919 


Coffer Im ters 
Brazil 
160 California St. 


Colombia 
Los Angeles 54, Calif 


Cotter 


San Francisco !1, Calif. 
LEON ISRAEL & BROs.. INC 
300 Magazine St. 


porte rs 


Roasters 
431 Battery Street 


New Orleans 12, La. 
JONES-THIERBACH COMPANY 


San Francisco || 
Male 


lor 


that 


DETROIT 8, MICH 


THe Grear Arvanric & Tea Co 
Importers, Roasters and Retailers of Fine 
BRAZIL 


Re presente doin 


COLOMBIA 
by the American Coffee Corporation 


the Road” 


King Coffee 
HAROLD L. KING & CO. 
38 Drumm Street 


Coffer 


San Francisco 
Custom 


LO CURTO & FUNK, INC. 
21-24 State Street 


Hlouse Brokers 
INDUSTR 


New York 4, N. Y. 
ES 
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MceCORMICK & CO., INC. 


Teas, Spices and Ewtracts 


| 
il} 


Baltimore 2 Maryland 


PNEUMATIC SCALE CORP., LTD. 
Heat Seal Tea Bag Machines 


Quincy, Mass. 


65 Newport Avenue 


PRADAT & DOUGLAS 


Public Weighers and Gaugers 


New Orleans 


|| 227 No. Peters Street 


RAHE-GILBERT CORP. 
Fred'k. J. Rahe, Pres. 


Weigher and Samples 


80-82 Wall Street New York 5, N. Y. 


JOHN E. RAISCH CO. 


Weighers - Samplers - luspectors 


Agents at all Ports 


15 Moore Street 


New York 4, N. Y. 


W. L. RICHESON & SONS. INC. 


Ocean Freight Brokers — Forwarding Agents 
IMPORT EXPORT 
Peace Building — 4th floor 
Carloading/Unloading — Weighing/Sampling 


624 Gravier Street New Orleans, La. 


INC. 


SABROSA COFFEE COMPANY, 


Simon Auskern — Samuel Roseman 


restaurant trade 


Brooklyn |, N. Y. 


Roasters to the 


Coffer 
56 Pearl Street 


E. SCHANZER, INCORPORATED 
Chicory and Coffee Substitutes 


New Orleans, La. 


R. 


610 South Peters St. 


SCHILLING 
Division of 
MeCORMICK & INC. 

301 Second Street 


S. A. SCHONBRUNN & CO., INC. 
Tustant Coffee 
Medaglia pre SSO 
Medaglia listant Espresso 
Palisades Park 


SEEMAN BROS. INC. 
New York, N. Y. 


Roasters and Distributors 
White Rose Coffee 


San Francisco 7 
Navarii 


Navarin Coffee 


New Jersey 


3 


Happy New Year 


Kk. H. SENNHAUSER 
Spree Ss Needs Herbs 
Vanilla Nolanuts 


New York 4, N. Y. 


Beans 


Paprika 
10 Bridge Street 


JOHN SEXTON & CO. 

Coffe Roasters 

Chicago—Long Island City—Pittsburgh—Atlanta 
Dallas—Philadelphia—Detroit—San Francisco 


N pice Grinders 


SPICE ISLANDS CO. 
Npices, Herbs, Vinegars, Tea, Peppei 


100 E. Grand 


Wills 
South San Francisco, Calif. 


SUPERIOR TEA AND COFFEE CO. 
Coffer 


2278 N. Elston Ave. 
Tel. Humboldt 9-1000 


Roasters 


Chicago 14, Ill. 


SWANSON BROTHERS. INC. 


Coffee Importers 


149 W. Kinzie St. 


Chicago 10, Ill. 


WALTER H. TANTZEN 
DB A WALTER F. POWERS 
Weigher and Sampler 

New York 4, N. Y. 


New Orleans Office 
620 Tchoupitoulas Street 


24 Stone Street 


New Orleans, La. 


UNITY WAREHOUSE CO.. INC. 
Distribution 


New York 13, N. Y. 


Warehouses Trucking 


387-91 Greenwich St. 


Compliments of 
W. WIRT WICKS & SON, INC, 
Vintage Crop Coffees 


10 Gouverneur Lane, N. Y. 
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YOURS for the asking | 


The booklets listed below contain specialized inform- 
ON VaVIONS subjects. This literature 15 yours for 
the asking. Merely fill out the coupon and mail. 


8 NEW BAG LINER 

This booklet describes a bag liner—a new kind ot 
cellophane—said to be ideal for the trend to mar- 
keting fresh coffee preground and sealed in bags 
This cellophane protects freshness, and it’s tough, able 
to take rough handling, E. I. du Pont de Nemours 
& Co, (Inc.), Film Department, Wilmington 938, 
Delaware 


g SOLUBLE COFFEE PLANTS 

An illustrated, detailed brochure describes the fol- 
lowing instant coffee plant services available from 
Bowen Engineering, Inc., North Branch, N. J.: design, 
engineering, fabrication, erection, plant start-up, oper 
ator training. A detailed flow diagram 1s included 


10 URN BATTERIES 


This four-page illustrated folder describes a series 
of coffee urn batteries considered by the manufacturer 
to be “as modern as 1961."" Included are full details 
and specifications, including information about the 
gridded riser recommended by The Coffee Brewing 
Institute. Cecilware-Commodore Products Corp., 199 


J.afayette Street, New York 12, N. Y 


11 PACKAGING EQUIPMENT 

Modern rebuilt and fully guaranteed packaging and 
processing equipment ts covered in this eight-page 
illustrated folder 
cappers, from bag makers and fillers to grinders 
Union Standard Equipment Co., 318-322 


St... New York 12, N. Y 


Machines range from wrappers to 


Lafayette 


12 NEW PACKAGING EQUIPMENT 


New can and jar packaging equipment is described 


in Bulletin 306, a four-page illustrated folder. It details 
the feature of equipment which automatically feeds, 
fills, packs and ejects cans and jars, with extreme and 
B. F. Gump Co., 1325 Cicero Ave., 


consistent accuracy 
( hicago SO, Il] 


13 FAST CHANGE COFFEE FAUCET 


This catalog describes a coffee faucet with a three- 
way shank so designed that it permits quick changes 
even during rush periods and when 
This lets the 
rather than 


on cotfee urns 


the urn is full of coffee or hot water 


cotfee salesman concentrate on sales, 


service, since he doesn't have to return later to service 
Wyott Manufacturing Co., P. O, Box 898 


Wyoming 


th urn 


Cheyenne, 


SPICE MILL PUBLISHING CO. 
106 Water St.. New York 5, N. Y. 
Please send me the following booklets 


| 917 12 
Firm Name 
Street Address 


City and State 
Signature 


Why Continental's coddled 
salesmen produce 


(Continued from page 30) 


found that the premium was being used as a sales-crutch 
rather than as a stimulus for new business. Adequate 
cash incentives now provide the stimulus. A short con- 
test period also was developed as an aid to the sale of a 
specific product (e.g., a one-month salad dressing contest). 
However, we found that this tended to restrict sales to 
specific products rather than stressing sales of the full line. 
Now, contests are judged on the basis of full-line total 
sales over a comparable period of the prior year.” 
Promotion of Continental salesmen to district managers 
Says Cohn, “This factor 
How- 


results strictly from within. 
alone has added to our morale-building program. 
ever,” he adds, “be careful of promoting a top salesman to 
an administrative job. We've found that you can lose a 
good producer and not gain a good sales manager. It's a 
question of exhaustive observation and evaluation of the 
candidate.”’ 

With practically all full-line salesmen now representing 
Continental, each man is compensated in direct proportion 
to what he actually delivers to the institutional food oper- 
ations in his territory, Cohn maintains a strict rule that 
there will be no house accounts. 

Continental Coffee's route salesmen are well paid (aver- 
age annual income: $7,200); they receive almost daily re- 
ports of company operations and profit-boosting deals; 
their suggestions are not only welcome, they are solicited, 
recognized and implemented. 

Says Cohn, “We want our man to be a family man and 
We want him to want the nice things in 
We feel that if 
4 man wants to own his own home, have adequate insur 


a solid citizen, 
life and to be willing to work for them 


ance, take vacations and send his children to college—he'll 
make that extra call, pursue that extra order, put forth 
that extra effort to obtain these things. These are the prin- 
ciples that guide us in selling our sales program to our 
men.” 

Continental salesmen know the company cares whether 
they live or die—their daily mail proclaims it loud and 
clear! 


Anegust 21st, 1959 tssue of Sales Man 


Management, 1959.) 


soluble coffee: a status report 


(¢ pale 4) 


otfee. The choosing of coffee blends is usually in the pro 


vince of the more experienced coffee men, a t is not un 
usual to find lower grade varieties of green coffee used in 
cottee processing to perhaps an excessive degrec 
These dyed-in-the-wool coffee men often believe that soluble 


soluble 


coffee is a poor product anyway, so why not use less costly 
raw materials? After all, you will not be able to tell the 
ditference 

There is some justification in the beliet that the soluble 


process has a leveling effect In other words, not all of the 
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superior characteristics of the better coffees survive the sol- 
uble process and come through to the cup of finished pro- 
duct. Similarly, some of the less desirable characteristics of 
lower-grade coffees are lost in the soluble coffee process. This 
would seem to give authority to the decisions of coffee blen- 
ders to use cheaper grades of raw material for this particular 
category. 

When we, 
in the United States, submit unidentified samples of the 
half dozen best ground coffees on the market to consumer 


There is another side of this story, however. 


panels, the results invariably show very small differences in 
This is not true in the case of soluble coffees. 
We find that those who use soluble coffee rather frequently 
can readily detect differences when we submit unidentified 
It may be well to remember that soluble 


coffee is being judged by a set of different people than the 


preference. 


samples to them. 


old-line coffee blenders are accustomed to dealing with. 

Another phase of coffee manufacturing that warrants atten- 
tion has to do with the relatively recent trend toward pro- 
cessing plants in the cotfee-growing countries. Perhaps most 
of you know that there are now soluble coffee processing 
plants in El Salvador, Mexico and Guatemala, while others 
are either being built or are in the planning stage for Costa 
Rica, Brizal, Colombia and French West Africa. 

Does this mean that there are inherent advantages in hav- 
ing process plants near where the coffee is grown? We have 
explored this subject repeatedly and each time come to the 
conclusion that there 7s no basic advantage wnless raw ma- 
terial can be acquired at a signficantly lower cost by virtue 
of having the plant in the country of origin of raw materials 

These coffee-growing countries are anxious to avoid any 
action that would depress the prices for which they sell their 


raw material in world markets, particularly dollar prices. 
For this reason, they have been understandably cautious 
about committing raw material to local soluble plants at 
prices below current market levels. 

On the other hand, there is a great desire on the part of 
these countries to industrialize their nations. There is also 
the belief that having soluble coffee processing within their 
borders will somehow insure, or even add to, their share of 
the green coffee business. There does not seem to be a short- 
age of soluble coffee manufacturing capacity in the world to- 
day, such that it is quite possible that thes: plants in Latin 
America will have real difficulty in finding markets for their 
bulk soluble coffee. 
a great deal of study as time goes on, but the answer seems 


This will be a subject that will warrant 


to hinge on the attitude adopted by the coffee-growing coun 
tries toward “‘preferential pricing” for 
their own borders. 
Well, what about the future prospects for soluble coffee? 
It appears that the primary influences which have brought 


processing wit hin 


about the sensational growth of this category will continue 
Convenience, prices that are competitive with ground cofttee 
on a “per-cup” basis, ever-improving quality. 

This product seems to fit in with modern living. Th 


future looks bright. 


Reuse for coffee cans 
Once the coffee can is empty, there's another use for 


it. Pack food tn it for service men overseas. 
This suggestion comes from the service men themselves 
in a poll to find what they would like most for Christmas 
They said the 
but were most concerned that the package be wrapped 


taste of home’ would be the perfect gift, 


properly—such as in a coffee tin. 


120 WALL 


MAKE THAT "'ONE FOR THE ROAD" BRAZIL COFFEE 


Merry Christmas 


STREET 


Happy New Year 


NEW YORK 


DECEMBER, 1959 
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ANDERSON. CLAYTON & CO. 
(fw 


120 WALL STREET 
NEW YORK, N. Y. 


220 FRONT STREET 
SAN FRANCISCO, CALIF. 


401 MAGAZINE STREET 
NEW ORLEANS, LA. 


extend 
best wishes 


for a 
Merry Christmas 


and 
happy New Year 
to their friends 


in the 
Coffee Trade 


ANDERSON, CLAYTON & CIA., Ltda. 
Coffee Exporters 
ros PARANAGUA Rio DE JANEIR« 
ANGRA pos Reis VicToRIA 
A. MEDINA COMPANY 
of Anderson, Clayton & Co., Ih 
Coffee Importers 
New York 


Mexico GUATEMALA EL SALVADO 


{gents U.S.A. and Canada fo» 
A. ARISTIZABAL & CIA., Ltda. 


Coffee Exporters 


CALI. COLOMBIA 


What’s new in coffee? 
Southern roasters seek 
answers at fall meeting 


What's new in coffee today? 
Various aspects of this question—promotion, marketing, 
brewing, packaging were examined at the fall meeting of 
the Southern Coffee Roasters Association, held in New 
Orleans 

National Coffee Association President John F. McKiernan 
told the meeting that the association’s promotion messages 
had reached more than 1,100,000 of their consumers during 
the first eight months of this year. 

Explaining that this figure is the estimated audience tor 

il telecasts and 501 live showings of “The Magic Cup” tn 
the South, Mr. McKiernan said the total national audience 
for the film has passed 10,500,000 

Consumers want good coffee that tastes like coffee, a bes 
erage that actually has some coffee in it, declared Charles G 
Lindsay, manager of the Pan-American Coffee Bureau Evi 
dence of this desire comes from all sections of the country 
and from many sources, most of them outside the coffee in 
dustry itself, he said 

The coffee trade can be a decisive factor in bringing about 
improved performance standards in much of the cottee 
making equipment now being marketed and used, Eugene G 
Laughery, president of The Cotfee Brewing Institute, told 
the southern coffee roasters 

He saw the attainment of such an objective as a coopera 
tive venture between the trade and the Institute. “You are 
the people who can exert the pressure for improvements, he 
said, “while we are the people who can recommend what 
hanges are to be made to effect those improvements 

J. L. (Robbie) Robinson, president ot Jabez Burns & 
Sons, Inc., outlined what ts new in coffee processing equip- 
ment 

Fred Hinkle, of the Shellmar-Betner Division of the 
Continental Can Co., Inc., summed up new developments in 
cotfee packaging. 

After the wind-up talk by Mr, Laughery, the speakers 
joined in a panel to answer questions from the floor. 

Jack Dinos, of the Mocha ¢ otfee Co., Atlanta, ts presi 
dent of the Southern Coffee Roasters Association 

In his review of NCA’s public relations activities, Mr 
McKiernan cited a circulation of more than 2,700,000 for its 
principal booklets and a continuing demand for them from 
teachers, leaders of youth organizations and teenagers them- 
selves. 

Mr. McKiernan also reported on the achievements ot other 
association committees. He said the Coordinating Commit- 
tee, set up to coordinate the sale of “payment in kind” cof- 
fee for the Pan-American Coffee Bureau's crash advertising 
program, had arranged sales of nearly $460,000. 

The Army Coffee Advisory Committee has certified nearly 
600,000 bags thus far this year, he said, while the Institution- 
al Advisory Committee conducted 186 tests of coffee for use 
in private and public institutions, 

Among the examples of public demand for full-bodied 
coffee cited by Mr. Lindsay were newspaper editorials; the 
the installation in jet airplanes of equipment which brews 
good, fresh coffee in flight; and the success of vending ma- 
chines that dispense a fresh brew made from regular coftec 


“There's also encouraging evidence that restaurant opera 
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tors, in increasing numbers, are recognizing their customers’ 
desire for good coffee’, Mr. Lindsay declared. 

Chiding members of the coffee trade for not stimulating 
this trend, he commented that a recent review of several 
hundred advertisements by coffee companies “left us with the 
distinct—and_ discouraging—impression that coffee advertis- 
ing is in a rut; that it is essentially defensive, monotonously 
the same, and excessively timorous. It is simply shifting ex- 
isting business from brand to brand instead of creating ad- 
ditional business. If this is so, it’s reasonable to question 
whether the coffee trade has guaged accurately what the 
majority of its customers really wants.” 

By contrast, Mr. Lindsay cited the enthusiastic acceptance 
of the Bureau's new advertising campaign, not only by con- 
sumers but by public officials, the press, and members of the 
coffee trade. This campaign promotes a ‘crusade for honest 
coffee” and urges coffee lovers to “rise up against weak, 
anemic brew.” 

PACB has received several hundred letters from consumers 
in response to its first few advertisements, the Bureau man- 
ager commented. They came from a cross-section of the 
population—young and old, rich and poor, highly educated 
and poorly educated. 

“One consistent strain runs through them—a fervent, al- 
most prayerful hope for better coffee,” he declared. “If an 
industry ever had a ‘grass roots’ expression from its customers, 
the coffee industry has it today,” he concluded. 

Speaking of The Coffee Brewing Institute's current Golden 
Cup contest, Mr. Laughery said it was a business builder and 
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a source of fine promotional Opportunities for the roaster and 
the restaurateur. 

To underscore the salutary effects of the contest on coffee 
volume, he quoted a letter from a winning participant who 
indicated that from May through August, 1959, his operation 
had purchased 13,500 additional pounds of coffee over the 
same period in 1958, and had sold an additional 603,000 
cups of coffee. 


Burn-out proof percolator 


marketed by Corning Glass 


A smart white ceramic percolator that can't burn out, 
even if it is boiled dry, has been marketed by the Corning 
Glass Works, Corning, N. Y. . 

The percolator is made of Pyroceram, a material de- 
signed for missile nose-cones. 

In developing the percolator, Corning attempted to meet 
standards set by The Coffee Brewing Institute, in order to 
provide a better cup of coffee. 

The percolator, available in  six- and eight-cup sizes, 
has a platinum star design and a neckband of stainless steel 
The snap-on cover is epoxy-coated aluminum with a Pyrex 
brand glass top. 

The super-strength ceramic cleans easily and will not re- 
tain coffee odors or oils, Corning points out. 

It is unconditionally guaranteed against thermal break- 


age. 
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Duncan Coffee to build new 
$3,000,000 plant in Houston 
Coffee Co., 
nation’s largest independent 
plans for a $3,000,000 expansion program that will give it 
facilities known to the 


The Duncan Houston, Texas, one of the 


coffee roasters, has announced 
the most advanced coffee processing 
industry 


C. W. Duncan, 


concern, said the rapid | 


chairman of the board of the 41-year-old 
growth of demand for the company’s 
products made the expansion necessary. 

Duncan Coffee operates in 12 states and this fall entered 
markets in Minnesota and Colorado 

“The company contemplates further expansion of its mar- 
keting near future,”” Mr. 

The company’s new facilities will occupy a 26-acre tract in 
anew ial district on Houston’s West Side 

The new plant is scheduled for completion in the fall of 
1960. 


When completed, Mr. Duncan said, it will be one of the 


areas in the Duncan said. 


industr 


largest capacity coffee roasting plants in the world. 

Duncan Coffee's two Houston plants will be consolidated 
at the new plant, while its ¢ orpus Christi plant will continue 
in Operation. 

In addition it has plant in Morris Plains, N. J., for 
processing instant coffee. The operation there is under the 
name of American Instants, Inc. 

Duncan Coffee has an annual payroll of about $2,500,000 
It employs 


The new plant, Mr. Duncan said, will provide about 210.- 
t 


320 people 


000 square feet of space in three structures, an office build. 


ing and a transportation facility. 


a processing plant 
He said many innovations are being planned to make the 
plant one of the most modern and complete in the industry 


Electronic controls will be incorporated throughout all 


processing and quality control Operations, tO assure con 


tinuous uniformity of the product, he said 


The plant will be organized to permit samples of each 


of coffee to be continuously tested throughout each 


day s processing and packas ging 
In the office, it will 


RAM A( random 


This is a system capable of 


Operations 
IBM 


access method and 


have equipment, including 
accounting control 
“memorizing” and storing, as 
control data 

is one of the Port o 
2,000,000 bags of 


Coffee 


well as tabulating, 


Green coffee f Houston's biggest im- 


port items. Some coffee annually pass 


through the port and Duncan uses a considerable 
portion of thes« 

Other Officers include James L. Parker, vice president and 
Samuel H. Peak, vice president and 


Parker, 


general sales manager; 


and Roland G. secretary-treasurer 


general counsel; 


CBI shows PX supervisors 
pointers on coffee brewing 


Kenneth 
Coffee Brewing Institute, 
before a training school of PX supervisors covering every 
state in the Union, including Alaska and Hawaii, at a meet- 
ing of the group held at the Army and Air Force Exchange 
headquarters in New York City, recently. 

The session was attended by two observers from the U. S. 
Navy Ship Stores, who invited Mr. Burgess to perform a 
similar demonstration for a worldwide meeting of that 
1960. 


eastern field for The 


put on a brewing demonstration 


Burgess, representative 


organization in March, 
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Cordera named ICA chairman; 
quarterly export quotas 
set for member nations 


Miguel Angel Cordera, Jr., director of the Comision 
Nacional del Cafe de Mexico, was named chairman of the 
board of directors of the International Coffee Agreement 
at the board’s first meeting in Washington, D. C. 

Francois Gavoty, commercial counselor of the French 
Embassy, was elected vice chairman. 

Joao Oliveira Santos, of Brazil, was named secretary 
general of the International Coffee Agreement. 

The board voted a plan for quarterly export quotas for 
member countries. 

For the last quarter of 1959, exports by these countries 
will not be more than for the October-December, 1958, 
period. 

Ecuador, the Dominican Republic and Haiti were per- 
mitted to use October-December, 1957, as a base period. 
Cuba said it would not be able to ship much more than 
half of its 103,737-bag quota. 

The October-December, 1959, export quotas for French 
Community areas and the Cameroons were established at 
200,000 bags and Portuguese (Angola) exports at 415,000 
bags 

Brazil’s quota was established at 4,012,694 bags for the 
last quarter of 1959 and Colombia's at 1,543,793 bags 

The directors recommended that the same plan be aj 


the first quarter of 1960, that is, 


lied to CXports during 


that they be in line with January-March, 1959, shipments 
The board was empowered to select auditors to check on 
the flow of shipments, with special emphasis on exports 
to new markets and possible re-exports. 


The group also invited producers in Belgian and British 
areas to contribute to world coffee promotion and to regu- 
late the flow of their crops to world markets. 


Says coffee breaks make for good relations 


“Probably the greatest value of the coffee break is the 
opportunity, particularly to those in repetitive work, to 
cease their labors periodically and establish or develop 
further relationships with co-workers.” 

So says Dr. Jean S. Felton, professor of occupational 
health at the University of California School of Public 
Health, Los Angeles. 

It has been demonstrated in the laboratory that caffeine 
acts on the brain to promote clearer, rapid thinking and 
to forestall fatigue, he says. However, these stimulating 
effects have never been scientifically demonstrated in the 
work situation, 

A survey by Dr. Felton of the cotfee-break system ap 
issue of “Industrial Medicine and Sur 


pears In a recent 


gery.” 


Foster rejoins Eppens, Smith in Boston 


Elbridge Lee Foster has rejoined the Eppens, Smith Co., 
Inc., Secaucus, N. J., as Boston. office, 
Hodson. president 


manager of the 


has been announced by Frank I 
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Vending 


Coffee vending continues spurt 
NAMA study reveals; most machines 
now geared to dime-a-cup sales 


The sale of hot beverages through vending machines has 
increased nearly fourfold in the last five years for 15 
typical) merchandise vending companics Hot beverages 


idlude primarily coffee and hot chocolate 
This fact the National Mer 


of its annual study of oper 


Automatic 


re vealed by 


Wis 


Association 


As part 


results for merchandise vending companies, conducted 
it¢ & Co 
\ five-year 15 companies who have 


the annual study also retlects the rapid growth of mer 


participated 


survey olf 


handise vending in other areas. From total retail sales of 
$13,300,000 in 1952, these companies grew to total sales 
$24.6000.000 tn 1958 
Net prorits betore income taxes for 183 participating 
mpanies slipped to 2.8607 of sales in 1958, a dip from 
33°, 1n 1957, the survey showed 
lt n product and operating costs have forced up the 
nding price tor cottee. A nickel will buy a cup of cottec 
nly 10¢, of the time, the report shows 
Whil 18.5¢7 of hot beverage sales wer geared to vend 
kel in 1957, this coin only accounted for 106 of 
h in 1958, with $4.67 of sales at a dime In 1957 


| 
hot beverage sales were at a dime 


“Although we are now a $2 billion industry in terms of 
annual retail sales, our operating companies’ net profits 
continue to suffer from the high expenses of servicing, 
said 


rapid obsolescence of equipment and product costs,” 
William C. McConnell, Jr., Medford, Mass., chairman of 
the association's operating ratio survey 

The 1958 survey further points up on an industry wide 
basis what each of us has to battle daily in his own local 
operations—the problem of thin profit margins in a retail 
merchandising business geared principally to impulse buy- 
ing,” McConnell said. 

The 2.867 profit margin compares with a ratio of 3.2% 
for manufacturers in general for 1958, according to figures 
recently compiled by the First National City Bank of New 
York 

Service men’s salaries, maintenance costs, and servicing 
expenses ate up nearly 2067 of gross sales income for an 
replaces the 


industry in which the machine supposed]y 


human salesman 


Senator Dirksen is keynote 

speaker at NAMA convention 
Senator Everett M. Dirkson, 

the U. S. Senate, was chosen the keynote speaker of the 


13th annual convention National Auto 
Col 


Ilinors, minority leader 
ind exhibit of the 
lett, 

The national convention of automatic vending was held 
at the Navy Pier, Chicago, October 31 st-November 
Mr. Dirksen has served 


Merchandising Association, according to W. 1 


Cincinnati, general convention chairman 


3rd 
Now in his second Senate term, 
1932 


in Congress since 
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Other highlights of the 1959 convention program were 
announced by Sidney S. Rudin, chairman of the program 
committee. They include: 

A vending specialists’ panel on “how to improve vend- 
ing equipment’; a film presentation on “how to sell lo- 
a clinic on labor relations, conducted by Dr. Ben- 
a work- 


cations” 
jamin Werne, association labor relations counsel: 
shop on cost accounting; a panel discussion on the ‘“‘train- 
two histories on 


routemen case 


a workship on the rela- 


ing and motivation’ of 
successful automatic feeding” 
tive advantages of company-operated commissaries vs. out- 
side caterers; a panel on successful public relations prac- 
tices, and an industry leader's forecast for “Vending in 


Coffee companies in Chicago Tribune's 


“Lucky Labels’ contest for consumers 


Cottee among the partici 
ting in the Chicago Tribune's 


otf $5,000 to 


roasters are food companies 


‘Lucky Labels’ 
$45,000 to 


contest 
The Tribune cash 
winners of each of 12 monthly contests 


Lucky Labels” is a reader participation word game which 


pays prizes 


ncourages consumers to go out and shop tor 20 grocery 


store products featured in each monthly contest. Labels 

on these 20 participating products each bring a $2,000 

us to contest winners who send the labels along with 

10 grocery product manufacturers 

lene if participation in one or more of the 12 

monthly promotions the Tribune has scheduled, according 

Alvin W. Dreier, 
the Tribune 

Mr. Dreier explained that each of the 12 Tribune “Lucky 


contests the year-long promotion otfers tre-in 


general display advertising manager 


tbels 


rt products. These 20 


pportun:ty group of 20 grocery 


luc ky 


Money fo winners 


label products which may 


lucts become the 


i 
I The manufacturer of 
t the 


his Lucky 


runs 


20 participating products runs a one-half page 
Label 


This participating ad appears in the Tri 


product on one of the 20 days that 
ich contest 


next to the daily 


Hine 
OUNC 


half-page contest announcement 


Products of all advertisers are mentioned 


ich day's contest announcement, together with a descrip 


narticipatine 
pal 


of all labels, box COps, or other proot-of-purchase 


readers can send along with the “Lucky Labels” 
entry, 

cery product manufacturers who have already signed 

tor participation one or Tribune 


Lucky Labels General Foods ¢ orp., Hills 
Bros Cottee Inc. Thos J Webb 


Cottee Co 


up more of the 
contest include 


Hixson Products, and 


Argentina tops Latin America 


in per capita coffee consumption 


Argentina consumes more cotfec per capita than any 
other South American nation, including Brazil and Col 
AP reported j Aires. 
Argentina's coftee drinkers use 3.91 pounds per person 


recently from Buenos 
annually 

The 
compared to the Swedes 
Danes 


newspaper story pointed out that this was small 


L725 pounds per person, the 


16.33, and the Americans——16.09 


Why, 
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Marketing Picture exhibit on coffee still 
(Continued trom pare 


available to coffee companies 


The Pan-American Coffee Bureau's popular 24-photo- 


Shopping centers bombarded with ping-pong graph exhibit, “A Pictorial Story of Coffee,’ is still 


balls in drive for Chock Full 0° Nuts Coffee available for loan or purchase by coffee companies, it was 
emphasized recently by Gilbert Coburn, director of public 
Phe Chock Full O' Nuts Coffee Corp., which seems to relations for PACB 


have a flair for the novel, did it again recently in Wash- The exhibit, which can be put to a variety of uses 
ington, D, ¢ for example, in store promotions, in trade shows, and 
As the climax of a promotion drive for Chock Full O° to decorate company offices—depicts coffee growing 
Nuts Coffee, a helicopter dropped 10,000 ping-pong balls — and the processing of green coffee in Latin America from 
on tive shopping centers, from a height of 300 feet. the time the seeds are planted until the beans are shipped. 
The promotion was a tie-in with station WTOP, in The black and white matte-finish photographs, mounted 
Washington on heavy backing and washable, vary in size from 8 x 10 


Five thousand of the balls were gold-colored. Shoppers inches to 30 x 40 inches. The full exhibit covers a wall 
and of t go hop} 


retrieving the golden ones, which had an insert in fa approximately 30 feet long and four fee deep It 


them, were rewarded with a one-pound can of Chock | however, highly flexible, and even a few pictures can 


Full O’ Nuts Coffe« be displayed most ettectively, 


WTOP disc jockeys have directed a teaser campaign If you are interested in purchasing this exhibit ($13 


with the line: “Watch for the goose that laid the golden plus shipping charges) or obtaining it on a loan basis, 
; get in touch with Mr. Coburn at the Pan-American 

: Cottee Bureau, 120 Wall Street. New York 5, N. Y 

The project cost Chock Full O° Nuts upwards ot 2 

$25,000. Grey Advertising is the agency 


Store promotions mark sale of billionth 


Dillon offers new private label coffee pound of Safeway’s own brands of coffee 
\ private label vacuum pack coffee in one-pound Safeway stores 1s celebrating the roasting and selling 
has been offered by Dillon & Sons Co.. Hutchinson ts billionth pound of Safeway coftee with a special 
Kat Charles Schmucker. buyer for the chain. said it was motion in all 25 divisions 
their policy to promote 1 wal brand lines A three-dimenstonal miniature theatre for island 
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displays spotlights a revolving golden coffee can featuring 
the Safeway “S’ symbol. In addition, each division works 
out its own tie-ins on such themes as travel in coffee- 
growing countries; historical coffee houses; or illustra- 
tions depicting graphically what one billion pounds of 
coffee amounts to. 

Each of the 2,150 Safeway store managers was sent a 
golden coffee can, and 215 of the cans contained Helbros 
wrist watches. All the cans sent to managers had color- 
tul brochures to demonstrate the relationship between 
coffee sales and profitable store operation 

Promotion kits provide stores with eight-foot, full-color 
banners thanking Safeway customers for making the 
billion-pound celebration possible, 

Safeway operates coffee roasting plants in San Fran- 
cisco, Los Angeles, Portland, Denver, Dallas, Washington, 
D. C., and Vancouver, B. C. Brands are Nob Hill and 
Airway in whole bean; Edwards in vacuum-pack; and 
Sateway and Airway Instant. 

The billionth pound traces back to the Dwight Edwards 
Cottee Co., which began operation in 1904, Safeway ac- 


quired Edwards in 1931. 


“Kaffee klatch’’ promotions build 


traffic for Montana supermarket 


“Kaffee klatch” promotions are building trattic in the 
new Super Save Supermarket in Great Falls, Mont., it is 
reported by Supermarket News. 

Begun last winter, the Thursday morning socials have 
been conducted on a weekly basis and will be continued 
indetinitely, according to Beryl Lingscheit, general man- 
Of Operations 

Women shoppers are served with coffee and a hot 
bread promoting Super Save bakery products. Table 
tops are made from plywood sheets set on top of cartons 
of merchandise. Regular checkers are hostesses 

During the hour, a station KUDI “Brandstand” broad 
cast emanates from the store, with the announcer inter 
viewing several women. Each interviewee is presented 
with a merchandise award, usually through the courtesy 
of one of the sponsors 

During the summer, tables are set up in front of the 
store 

The first 100 women to attend are given a merchandise 
item, which has varied from a small sack of flour to a 
half-gallon of ice cream or a pizza pie. 

Mr. Lingscheit said that while Thursday previously 


the best. At the same time, Friday's heavy volume hasn't 


Was one of the slowest days, it now has become one ¢ 


dec reased, 


New outlet for coffee? 250,000 beans 


used in Maxwell mural in Houston 


You can now find the world’s largest cottee bean mural 
in—where else?—Texas. 

The mural is on display in the new addition to the 
Maxwell House Cotfee plant in Houston. 

Artist Genie Rester used 250,000 coffee beans to make 
the mural, which measures eight feet wide by 131) feet 
high. She said that more than 1,000,000 beans had to 
be checked for uniformity of size, color and quality tn 
order to obtain the desired effect. 
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How the European Coffee Bureau, 
other promotion organizations 
on Continent were formed 


Sfeps 10 the CONSUM PLION of coffe 
Were ummarized in “Annual offec Statistics 

‘ned hy th Pa 4 

Med Coffe Bureau 

This information takes on new importance utth the forma- 
on Of the Promotion Committee of the International Cof- 
jee Agreement, which 1s seeking to implement those phases 

f the pact calling for stimulation and supervision of coffee 


CONSHMING ConNntrIEs 


In 1958 representatives of the coffee trade in Belgium, 
France. Germany, Italy, the Netherlands, Portugal and the 
United Kingdom formed the European Coffee Bureau. This 
organization, Which has its headquarters at Brussels, was 
tormed following the signing of the convention for the 
International Coffee Organization, in order to create facill- 
ties for coffee promotion in Europe, and thereby to antict- 
pate the planned expansion of coordinated efforts to. in- 
crease Consumption in various parts of the world. The execu- 
tive committee of the European Cotfee Bureau ts made up 
of representatives of Belgium, France, England and Holland 

At the present time, cotfec promotional organizations are 
operating in several European countries. In France, tor ex 
imple, there has been created (April, 1958) le Comité 


Francais Pour La Consommation Du Café, the President ot 
which is Jacques Louis-Delamare of Le Havre. This organt- 
zation is financed by per-bag contribution equivalent to 15 
U. S. cents on all coffee imported into France from the 
French Union. and a contribution of the same amount that 
is paid by the importers on coffee coming from all other 
sources. 

The Comité, which is planning to promote coffee through 
all media in France, issued a report on coffee consumption 
in France. Highlights of the report are as follows: 

1. 879% of all persons more than four years of age 
drink coffee and 93 of households serve it. Very young 
people drink café au lait, mainly milk. 

2. However, 589% of all persons drink coffee on only 
one occasion during the day, and a large majority of those 
drink only one cup. On the average, approximately 1.5 
cups of coffee are drunk per person per day. 

3. 7007 of all households use coffee mixed with chicory 

i. Two persons out of three drink coffee with milk at 
breakfast. 

5. 10; of the cottee-drinking population reported that 
they drink cold or ice coffee. 

6. Coffee consumption increases in the age group over 
four to forty years of age, remains stable from 40 to 60 
and thereafter declines slowly. 

7. Coffee consumption does not show significant Vvart- 
ation by region and type of dwelling or by profession 

8. Of those drinking coftee, 84 have coffee at break- 
fast. 4907 after lunch, 297 between meals in the morning 


or afternoon, and 147 after dinner 
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9. At breakfast, a large cup is used; on other occasions 
the cup is of smaller size or a demi-tasse. 

10. 8909 of households buy coffee in the bean, 4% 
ground coffee and 14% some soluble coffee along with 
regular coffee. 5% of households consume decaffeinated 
coffee, mostly soluble. A small portion of all households 
use coffee substitutes only, mainly chicory. 

11. A paquet of coffee (250 grams, or somewhat more 
than a half pound, of beans or ground coffee) costs 236 
frs. or about U.S, $0.50. The equivalent of about $1.50 
per household per month is spent for that type of coffee, 
and about $1.75 per month for soluble. 

12. 71% of households making regular coffee filter it 
in the traditional pot (cafetiére classique), 21% use a 
vacuum or newer-type utensil (cafetiére perfectionnée) 6% 
use individual filters (filters individuels) and the rest use 
other methods. 

13. 69 of the housewives said they measured their 
coffee in making it, most frequently with a soup spoon, 
and it was concluded that the average quantity of coffee 
used per cup is 8.5 grams. (Note: this would represent a 
cup-yield rate of 53.4 cups per pound. ) 

The low per capita consumption of coffee in France, 
as in most other European countries, indicates that large tasks 
are ahead of the organizations interested in coffee pro- 
motion but that the potential for increased consumption ts 
very substantial. This is the situation in most of Europe. 

With respect to prices, the maintenance of tariff walls 
and the imposition of internal taxes in many countries has 
some deterrent effect on coffee consumption. The elimin- 
ation of these fiscal burdens, together with a reduction 
of mark-ups and an attempt to gain a larger coffee market, 
would lead to redactions in prices; and such a change would, 
in turn, lead to higher levels of coffee consumption and to 
an increase in the foreign exchange available to the pro- 
ducers for purchases in the coffee-importing countries 


European coffee committees meet in Le Havre 


The “Comite des Associations Europeennes des Negociants 
en Cafe’ held its annual meeting in Le Havre early in 
October, according to the National Coffee Association's 
News Letter. On the same dates, the “Comite des Assoct- 
ations Europeennes des Agents et Courtiers en Cate a I'Im- 
portation” also met, and there was a joint meeting of the 


two committees. 


On the agenda were (1) effects on the European coffee 
market of the Brazilian coffee depot in Trieste, and others 
that have been proposed; (2) probable effects on the 
European market of the International Coffee Agreement 
signed in Washington; (3) promotion of coffee in Europe; 
and, (4) coffee transactions and the European Common 
Market. 


Coffee-break rides the rails 


The Louisville & Nashville Railroad has begun serv- 
ing complimentary coffee to all passengers aboard its 
streamliners, The Humming Bird and The Pan-American, 
according to the National Coffee Association News 
Letter. 

At 3 p.m. each day, a waiter carrying a tray laden with 
cups of steaming hot, freshly-brewed coffee, cream and 
sugar, dispenses the brew to patrons in every car in 
the train—both coach and Pullman. 
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More coffee, tea moving 
through Panama Canal, 
mostly Pacific to Atlantic 


Included 
argo moved 
ended 

ttee and te 

Ranking 
up th 


iumong the record 52,000,000 long tons of 


through the Panama Canal during the fiscal 


year June 30th, 1959, were increased shipments ot 


third 


is one of the principal commodity groups making 


a tor the consecutive year 


steadily increasing volume. of 
Atlanti oceans, 
both raw and finished forms amounted to 447,866 long 
year 1959, compared to 375,000 tons in 1958 


1957 


cargo transiting the 


Canal between the and Pacific cotfee in 
tons 
in the fiscal 
ind 360,000 tons in 

Ot the 
majority 
Pacific to the 


originated 


coffee movement Canal, the 
394.920 tons, 


Atlantic 


Colombia 


through the great 


Was over trade routes from. the 


In this direction, the largest volume 
destined for the East and Gulf 


Coasts of the United States 


Sizeable amounts also moved from Colombia to Europe, 


the largest—29,580 tons—to West Germany. 


similar pattern was shown the shipments trom 


America, which sent 
ind Gult Coasts of the 


West Ge rmany 


Central over 20,000 tons to the East 


United States and 41,275 tons to 


Of the coffe shipments trom the Atlantic to the Pacific. 


volume, 25,332 


S. West Coast 
African cottee to 


the largest 
ed for the U 


firection Was 


tons, originated in Brazil, destin 
movement in this 


We st ( 


The next big 


the U. 


my AMERICAS DEPENDABLE FOOD MERCHANT 


PTRTH DAY 
( 


1959 


MERRY CHRISTMAS 


THE GREAT ATLANTIC & PACIFIC TEA CO. 


by the AMERICAN COFFEE CORP. 


Shipments of tea through the Canal during the 12-month 
period amounted to 5,244 long tons, an increase from 4,769 
tons in the fiscal year 1958. The movement was almost 
entirely from the Pacific to the Atlantic, with the largest 
volume, 2,279 tons, going from Formosa to the East Coast 
of the United States. 

Some 58 principal commodity made up the 
volume of cargo which transited the Panama Canal aboard 


9.718 vessels of 38 


groups 


a total of ocean-going commercial 


nations during the past fiscal year 


Reports good response from food processing 


companies to long term capital financing plan 


The long-term capital financing plan for manufacturers 
announced last March by the Commercial Discount Corp., 
Chicago, has met with “an overwhelming response” trom 
growth companies in the food processing industry, Sid 
ney Feuchtganger, president, has announced. 

$100,000 and a 


has resulted in 


This financing, with a minimum of 
maximum of $1,000,000 to any one firm, 
long-term loans to four food processing companies, total 
ing $940,000, Additional capital loan applications from 
the industry are pending, Mr. Feuchtwanger said. Growth 
companies have found this type of financing particularly 
helpful in meeting the tight bank credit situation, 

The plan differs from short-term bank lending in that 


the term may run to five years, if desired by the bor- 
No share of ownership or profits, of voice in 
desired by Commercial Discount. This 


new type of capital loan ts based on potential earning 


rower. 
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power rather than the value of fixed assets of the bor- 
rower or the equity in the business. The usual type of 
business loan collateral is required, however. 

Major emphasis in the new loan program is on growth 
possibilities in manufacturing. What Commercial Dis- 
count looks for in a borrower is a history of company 
profits, ability to repay the loan, plus expansion pos- 
sibilities and proof that the new funds will be put to 
constructive use. 


Coffee, tea prominent among gourmet 
lines at National Fancy Food show 

Coffee and tea packers and distributors were very much 
in evidence at the fifth annual National Fancy Food & 
Confection Show, held recently at the Hotel Astor, New 
York City, 

Aside from developing valuable contacts among the 
gourmet trade, coffee and tea men reported that business 
was very good at the show. As one salesman put it, “They 
came, they looked, they ordered.” To prove his point, 
he pulled out a three page order from one of the top 
gourmet stores in the country. 

The crowds at the show surpassed anything seen in the 
past. Each booth received a big play from the tradesmen. 
By the last day, the sales staffs were weary but happy. 

Cottee men did their share to brace buyers making the 
rounds. Virtually each of the packers served free coffee. 
An indication of the popularity of the sampling can be 
gleaned from the statement made by one of the packers: 
‘The crowds around here were so big that we had to 
have an aisle cleared to let others through.” 

Among those exhibiting at the show were Holland 
Food Corp. (Nescafé Continental blend after-dinner in- 
stant coffee); Irish Export Promotion Board (Irish tea); 
John Wagner & Sons, Inc. (tea); H. S. Fromme & Co., 
Inc. (coffee); Paprikas Weiss Importer (coffee); H. G. 
Norton Co. (coffee); General Foods Corp. (gourmet line 
ot coffee and tea); S. S. Pierce Co. (tea); Murdan Foods 
Co., Inc. (Douwe Egberts’ tea): A. & A. Food Products 
Corp. (Incasa instant coffee); Twin Trees Gardens, Inc. 
(spices ); Arnold Food Specialties (tea, in pure aluminum 
tea balls); Melba Food Specialties (Spice Club instant 
coffee and Twining tea); H. Hamstra & Co. (tea and 
instant coffee); R. C. Bigelow, Inc. (Constant Comment 
tea); Motta, Inc. (Espresso coffee); Andre Prost. Inc. 
(herb teas); Cathay Food Products Inc. (tea); Cowan & 
Fransman (Heublein’s Ming teas); House of Herbs, Inc 
(spices) and Spice Islands Co. (tea and spices). 


Canco names public relations director 

William C. Stolk, president of the American Can Co., has 
announced the establishment of a corporate public relations 
department and the appointment of William H. Dinsmore as 
general manager. 

The department will be responsible for corporate public 
relations activities of the company and the coordination of 
such activities of its Bradley-Sun, Canco, Dixie Cup and 
Marathon Divisions. 

Mr. Dinsmore formerly was with the General Electric Co 


Domestic prices up in indonesia 

Due to inflation in Indonesia, the domestic price of tea 
gradually went up in 1958. And in February and March, 
1959, the price of Medium B.O.P., ex-warchouse per /) Kg., 
rose from Rp. 14.25 to Rp. 16.50. 
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Colombia launches $1,000,000 drive 
for its own coffee; sees non-brand 
campaign aiding Bureau activities 


A_ $1,000,000 campaign to make consumers aware of 
Colombian coffee is being launched in the United States 
by the National Federation of Cottee Growers. 

Arturo Gomez Jaramillo, general manager of the Fed- 
eration, emphasized that the campaign will: 


Be in addition to Colombia's contribution to the 
Pan-American Coffee Bureau, 
Will mpplement and paralle the Bureau's cam pal gn 
Wall m of all coffee producers 
im the he mits phe re 


Wall give support to quality brands in the United States 


Vrenvipen he / 


(sreater consumer awareness of Colombians as quality 
cotfees will, it is hoped, encourage roasters to use more 
of it in their blends and to note such use on their package 


labels and in their own promotions. 
Advertising on television and in newspapers will first 
be concentrated in the Greater New York area and in nine 


other major markets, with expansion later to the entire 


Conditions on the United States market,” Mr, Gomez 
Jaramillo said, “with prices basically steady at a lower 
level than for several years, make the consumer quality- 
conscious. The housewife knows she is getting a bargain, 
and consequently she is ready to shop around for the best 
in what ts essentially a buyer's market. Our campaign is 


designed to explain to her that Colombian is the best cof- 
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fee, and that a high proportion of Colombians is blended 
in all the good brands.” 

This additional contribution does not signify any change 
in Colombia's policy towards the Pan American Coffee 
Bureau, he stressed. On the contrary, “Colombia will 
continue to be a leader in supporting the Bureau's current 
advertising campaign. It was the first country to make a 
physical delivery of ‘promotion coffee’ to the Bureau, and 
it is ready to match an even higher level of contributions 
than that already agreed, if other countries so desire.” 


Colombia's advertising campaign, Mr. Gomez Jaramillo 
added, will, “like the Bureau's, not promote identified 
brands, for our object is simply to explain to the discrimt- 
nating coffee-lover that selection of an all-Colombian 
grind or a high-Colombian blend, guarantees top value and 


top quality.” 


Most of Colombia's coffee exports go to the United 
States. Of total exports of 718,162,500 pounds in 1958, 
it sent 561, 722,700 valued at $305,910,153 to the United 


States. 


Placing of the advertising for Colombian coffee in the 
United States and servicing of the account is being 
handled by the New York City advertising agency of 
Doyle, Dane Bernbach, Inc. 

The Colombian coffee program, which starts January 
Ist, 1960, calls for substantial newspaper ads—a series of 
in New York, Los Angeles, Chicago, Detroit, Phila- 
delphia, Boston, San Francisco-Oakland, Pittsburgh, 
Washington and Cleveland. 


five 


The ad agency figures this will give “a grand total of 


126,335,138 impressions with a gross coverage equal to 
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62¢ of the total number of households in these markets.” 
Television will also be used in New York City, to 
explore its possibilities for wider use in the campaign, it 
was indicated. 
The campaign centers on the colorful figure of a “typt- 
cal” coffee planter in Colombia, Juan Valdez. 


Plant in Brazil to make coffee concentrate 


for carbonated drink; U. S$. market seen 


coffee carbonated drink, 
marketed in the United States. 

A plant to make the cotfee concentrate for the bottled 
drink is under construction in Rio de Janeiro, it has been 
reported, 

Called Retrescafé, the product will be distributed in 
concentrate form to licensed bottlers in the U.S. and other 


soon be 


bottles, may 


countries. 

The company making the product is called Refrescafé 
do Brasil, S.A. 

In charge of North American activities for Refrescaté 
He can be reached care of the 
Bureau, 551 Fifth Avenue, 


is Michel Caracushansky. 
Brazilian Government Trade 


New York 17, N. Y. 


Colombian firm to make 


carbonated coffee drink 


A Colombian brewing company, Bavaria, S.A., has an- 
nounced that it will soon begin manufacturing a carbo- 
nated coffee beverage. 

The process ts said to involve a preliminary treatment 
of the coffee before roasting, “to liberate certain secondary 
components.” 

The new bottled drink will contain as much coffee as 
the usual “demi-tasse’’ served in Colombia, it was reported, 


Rodney Hunt names Belcher director, 


vice president heading up engineering 


The Rodney Hunt Machine Co., Orange, Mass., has an- 
nounced that Harold H. Belcher has been elected to the 
board of directors and named vice president in charge of 
engineering. 

The announcement of Mr. Belcher’s appointment as 
vice president came simultaneously with the announcement 
of the formation of an engineering division. 

As vice president, Mr. Belcher will manage the engin- 
eering division and will be responsible for directing such 
functions as design, product engineering, standards, product 
development and patent administration. 

Greater product complexity and increased volume were 
the chief reasons for Mr, Belcher's appointment and the 
formation of the engineering division. 

Mr. Belcher, who is 56 and a graduate of the Massa- 
chusetts Institute of Technology, has been employed by the 
company since 1943. Prior to joining Rodney Hunt, he 
was chief engineer for the Philadelphia Drying Machinery 
Division of Proctor and Schwartz. 

At Rodney Hunt, Mr. Belcher has held a number of im- 
portant management posts, including that of chief en- 
gineer. Most recently he has devoted his time to special 
design and development projects for the company. 
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their respective shares of the promotion fund established 


ICA names promotion committee, aa 
headed by Uribe; seeks one-third The Promotion Committtee will draw up its own rules 


of procedure to cover all matters related to the marketing 


of contributions by year end of coffee, the starting date for the advertising and pub- 


The promotion program in the International Coftee licity campaign, and other activities 


Agreement took a long step toward reality last month 
ICA head Miguel Angel Cordera, Jr., named a six-man 
Promotion Committee which promptly elected a chairman 


and decided its first job was to ask member countries to 


pay the already established promotion quotas. | 
The committee members are: Robert Hafers, Brasil; 2 Construction material made principally from coffee pulp, 

Andrés Uribe. Colombia: Carlos Cordero, El Salvador which it is claimed can be mixed with cement to increase 

Jorge Canavati, Mexico; Francois Gavoty, the French its adhesive properties, and when mixed with sugar cane 


Community and the Cameroons; Manuel Bramao, Portugal bagasse” can be manufactured into planks for low cost 


The committee unanimously elected Andrés Uribe as 


Invents building planks 
made from coffee pulp P 
Jose D. Villalta Galdamez, of El Salvador has produced 


housing. 


The product, which ts inflammable, was presented at 


Guatemala’s Industrial Fair. 


chairman 

The advertising and promotion quota established in 
the Agreement is 25¢ for each 132-lb, bag exported in 
the case of the Latin American countries and 15¢ per bag — Antrim introduces 8-ounce jar 


for France and Portugal for Old Mansion Instant Coffee 

Resolution No. 4 by the ICA board of directors pro C. W. Antrim & Sons, Inc.. Richmond, Va., roasters 
vides that a third of the annual contribution should be — and packers of Old Mansion Coffee, have begun distribu- 
paid either in dollars or in cottee before December 31st, tion of a new eight-ounce size of Old Mansion Instant 


1959. The balance is payable in equal parts by March Coffee. 
sist and June 30th, 1960 Backed by the heaviest promotion campaign in An- 


trim’s history, the introductory campaign is utilizing all 


The new committee's functions include coordination of 


idve rtising and public relations activities of existing na- media to establish this latest addition to the line of Old 


tional and international coffee promotion organizations, Mansion Regular and Instant Coffees, 
As part of the introductory offer, each eight-ounce jar 


and in particular developing promotion programs in con- 
suming countries in which no organization now operates of Old Mansion Instant Coftee features 15¢ off the 


It will allocate to the various promotion organizations regular price 


Test Our Instant Coffee 
and See for Yourself! 


The secret of the success of East Coast Private 
Brand Coffee is this: only full roasted sweet drink- 
ing coffees are used, in a full flavored and aromatic 
blend. It’s rich, heavy bodied, fragrant. Extra 
long flavor life is assured by removing all fats 
and oils. 


ighest 
quality 
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| prices 


Send for your sample today and see why 
East Coast Coffees outsell other private 
brands, even those selling at much higher 
prices. Quality counts. 


601 West 26th St.. New York 1. N.Y. 
Tel: BOwling Green 9-0050 
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R. W. Davis elected president 


of Canadian Tea, Coffee Association 
R. W. Davis. of Brooke Bond Canada, Ltd., Montreal, 


was elected president of the Tea and Coffee Association of 


Canada at the recent convention at the Chateau Frontenac, 
Quebec City. (See: “Canada puts focus on tea as pioneer 
beverage’, October, 1959, Coffee & Tea Industries, Page 
48.) 

Mr. Davis succeeds W. Ee 
drett, Ltd.. Toronte. 

Directors of the association are: 

For the Maritime provinces—Assoctation Vice Presi- 
dent, Donald Smith, J. E. Morse Co., Ltd., Halifax, N. S.; 
A. M. Vickers, G. E. Barbour, Ltd., Saint John, N. B. 

For Quebec—R. W. Davis; R. J. Macdougall, Salada- 
Shirriff-Horsey; C. J. Harris, Hodgson (West India), Ltd.; 
C. C. Boggild, W. H. Schwartz & Sons, Ltd.; A. E. Nixon, 
Standard Brands, Ltd., all of Montreal. 

For Ontario—Association Vice President, A. A. Dun- 
canson, Thomas J. Lipton, Ltd.; A. F. Loveys, General 
Foods, Ltd.; P. W olff, Nestle (Canada) A. 
Beeby, Salada-Shirriff-Horsey, Ltd.; J. A. Fairley, Club 
Cotfee Co., Ltd., all of Toronto. 


Scandrett, of Hayter & Scan- 


For the Prairies—Association Vice President, E. L. 
Marrs, Brooke Bond Canada, Ltd.; H. L. MacKinnon, H. 
L. MacKinnon Co., Ltd.; V. W. R. Hudson, Nabob Foods, 
Ltd.; Fred The W. H. Malkin Co., Ltd., all 
of Winnipeg, Man, 


Lawrence, 


For British Columbia—Association Vice President, H. B 
MacWilliam, Brooke Bond Canada, Ltd.; Arthur Irish, 
Arthur Irish, Ltd. J. L. Trumbull, J. L. Trumbull, Ltd.; 
E. J. King, The W. H. Malkin Co., Ltd., C. A. M. Cooke, 
Nabob Foods, Ltd.. all of Vancouver, 


Prospect for synthetic coffee 


very slight, Wolflisberg says 


The probability of American consumers having to re 
sort to synthetic coffee is very slight. 

H. J. Wolflisberg, president of the Nestle Co., Inc., 
told the board of directors panel of the Grocery Manu- 
facturers of America at their Slst annual meeting that 
plenty of coffee would be available in the years ahead, 
at reasonable prices, obviating the need for consumers to 


resort to synthetics or other substitutes. 


Does ICA apply to solubles? 


Does the International Coffee Agreement apply to 
solubles ? 

A report from Guatemala says that ‘“cotfee exporters 
do not seem to be dismayed over the possibility of export 
limitations as a the International Coffee 
Agreement, Coffee can be bartered or shipped in soluble 


result of new 


form ex-quota.”’ 


Instant Sanka becoming No. 2 soluble 

Instant Sanka is moving into second place as the largest 
selling soluble in the United States. 

In first place is Instant Maxwell House. 

Instant Sanka has grown almost three times in the last 
five years, reports Maxwell House Messenger. 
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what's new in coffee 
processing equipment? 


(Continued from page 28) 


Some companies wish to collect this additional 39 to 
improve neighbor relations, to protect roofs, drain pipes, 
etc. A washing device makes this possible and steps up 
recovery to 1006. Such w ashing devices are becoming 
very popular, aa a number of new installations include 
them. 

16. Another interesting device is known as a ‘¢ otfee 
Saver’. It screens and removes cotfee chips and 
particles from the collecting system. Otherwise this 
coffee would be lost. Although the financial return 
is not great, it pays off even at small volumes. This 
device can be added to any coffee plant which has a 
chaff collecting system, or may be added in conjunc- 
tion with such a system. 

17. It is customary in plants today to have an incinera- 
tor in which all chaff withdrawn from roasters, cool- 
ers, stoners and other points is burned. This ts a 
labor saving device and a worthy addition to any 
installation, 

18. From storage bins, following the stoning operation, 
the coffee progresses automatically through grinders, 
thence into bins designed for the particular plant, 
and onto scales. 

19. The type of coffee scale determines the styl: of 
bin placed above it. A bin is not a standard item 
and must be designed for a particular service, other- 
wise difficulties result. 

Scales of unbelievable accuray and ability are offered 
today, with tolerances as low as + 1/50 to 1/64 of an 
ounce. 

20. I previously stated that plants today are completely 
automatic from dumping point to packing. Auto- 
matic controls may be at one location or several 
locations. 

A console model, with an operator sitting before it, con- 

trols all operations from a centralized point. 

Decentralized controls strategically placed at several 
points in the plant are more popular in this country. A 
control panel would be placed at the green coffee dumping 
and blending station, another at the roasters, and a third 
at the grinders. 

There is nothing new about automatic operation. The 
roasting plants of The Great Atlantic & Pacific Tea Co. 
have been operated automatically for the past 30 years. 
What has brought about the publicity on controls today? 
The answer is a simple one, Coffee is being produced by 
fewer and fewer companies, so that the output per plant 
is relatively greater than it was in years past. 

These large plants require and demand labor saving 
devices whereas the smaller plants of yesterday were not 
in that particular position. 

21. Controls tie in closely with costs. The first cost of 
equipment is not the critical cost. Coffee plants are 
depreciated over a period ranging from seven and a 
half years upward, The annual cost of maintenance 
and operation over this depreciatory period is more 

important than the first cost. The very devices 
which increase the first cost are the units which 
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cause reduction in labor and assure more efficient 
and effective operation. 
Let's talk a little bit more about roasters. After 
all they are the basic need within a plant. Every- 
thing else is designed to feed the roaster or carry 
goods away from it. 

We are constantly asked, “Is there anything new or 
radical being considered or developed?” I wrote an 
article a little while ago explaining the research and de- 
velopment program of Jabez Burns. Some of you may 
have read this article in the trade journals, but if not, 
there are copies available, and I would be very happy to 
have you take one home. 

Briefly, the article states these facts: “Any builder of 
capital equipment must spend a certain percentage of the 
sales dollar in keeping abreast of new developments and 
assuring himself that he is maintaining the most effective 
process obtainable.” 

With that thought in mind, we carry on considerable 
testing work in our plant and at the Massachusetts Insti- 
tute of Technology. Here professors and scientists, un- 
biased and objective, bring forth facts, 

There we have looked into supersonic roasting, infra- 
red, high frequency, fluidization, electric heating ele- 
ments—and even into nuclear energy! The decisions of 
these research people today confirms the fact that the 
principle of introducing low temperature gases at high 
velocity and in huge volumes through a perforated cylin- 
der is the best means of heat transfer yet devised. 

They constantly continue their research, however, in 
order to be assured that nothing has been overlooked or 


to 


that later developments have not altered the picture. 
If and when they find something, you may be assured that 
we will tell you—because that is the only way we can get 
our research money back into our pockets. 


500% jump in coffee consumption in Japan 


“entirely reasonable”, Costa Lima says 


It is entirely reasonable to anticipate that coffee con- 
sumption in Japan can be increased by 500% in the next 
few years, according to Renato Costa Lima, president of 
the Brazilian Coffee Institute. 

“Consumption of 500,000 bags a year by Japan, as 
against its present imports of 100,000, is entirely within 
reach if taxes on coffee can be reduced even partially and 
by stimulating reciprocal trade between Japan and Brazil”, 
Mr. Costa Lima declared. 

Japan, he pointed out, is a nation of nearly 100,000,000 
persons, and since the end of World War II, they have 
demonstrated a taste for coffee, especially in the metro- 
politan centers, where coffee shops have sprung up. 

The problem in Japan, he stated, as in many other parts 
of the world, is to bring the price of coffee within reach 
of the masses, to take it out of the luxury classification. 
Import and internal taxes on coffee in Japan now amount 
to about 48% of its cost. 

The Brazilian coffee leader was assisted in his negotia- 
tions in Japan by the president of the Cooperativa Agri- 
cola de Cotia, an organization of Brazilians of Japanese de- 
scent. 
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Watch those coffee beans 
on the plant floor — they 
cost money in more ways than one 


Watch out for coffee bean spillage on the plant floor. 
It costs money in more ways than the obvious one of lost 
beans 

The Cadillac Coffee Co., Detroit, found that spilled beans 
in the loading area were the primary cause of downtime on 
its material handling truck. The beans dig into the truck 
tires, causing them to tear or “chuck out.” 

Cadillac’s truck carries an average load of 4,000 Ibs 
These loads caused some of the wheels to peel off the hubs 
or wear down to the point where the truck would drag 

The 30-day life of rubber was not increased substantially 
by the company’s switch to a plastic composition wheel. 
These wheels only lasted 90 days before they wore suffi- 
ciently to require replacement. Moreover, it required at least 
one to two hours to change the wheels on the truck, and 
since the company employed no stand-by truck, the downtime 
factor was relatively high 

Consequently, Cadillac sought a wheel that would be 
able to overcome these material handling problems. In 
the course of its search, an advertisement in a leading in- 
dustrial publication, describing a new material handling 
wheel, Disowheel, came to the plant manager's attention. 

Manufactured by Disogrin Industries, Inc., Mount Vernon, 
N. Y., the tire of this wheel was composed of Disogrin, 

polyurethane elastomer, which the advertisement claimed 
would prevent the wheel from chunking out or peeling oft 
the hub under heavy loads. Furthermore, it stated that Diso- 
grin offered greater tear strength than rubber. On the 
strength of these claims, Cadillac decided to try Disowheel. 

A year-and-one-half has passed since this installation was 
made, and these wheels are still operating on this truck. The 
chunking out problem caused by the coffee beans, peeling 
off the hubs due to the heavy loads, and high replacement 
of wheels are all things of the past. 

Cadillac Coffee has enjoyed several fringe benefits as 
well. It found that the Disowheel-equipped truck consumed 
less power, moved faster and, consequently, was able to move 
more loads in a given period of time than was _ possible 
with previous wheels, they indicated 

n addition, the high rate of replacement of bearings due 

heavy wheel changes has declined since the introduction 


ot Disowheel 
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New food conveyor eases beverage 


service to hospital patients 

A new food conveyor introduced during the American 
Hospital Association Exposition at the Coliseum, New York 
City, offers hospitals a practic al way to overcome two prob- 
lems in patient food service and, in particular, beverage 
service: 

(1) it eliminates the necessity of pouring cold beverages 
from containers on “‘patient’ floors; and (2) it does away 
with dispenser well ‘swabbing” to keep hot coffee dispensers 
clean. 

The unit, called the RBLG Hot & Cold Foodveyor, man- 
ufactured by S. Blickman, Inc., Weehawken, N. J., allows 
i8 beverage glasses to be filled in the central kitchen and 
delivered apright and cold to the patient floors. 

The coffee dispensers are held in a_roll-away drawer, 
which is easily removed for cleaning in a dishwasher. The 
refrigerated compartment accommodates set-up trays 
with cold foods and desserts, and the heated compartment 
holds 20 complete hot servings, 

The coffee dispensers are located in the upper right-hand 
drawer of the hot compartment, which allows coffee pour- 
ing at a convenient height. Special design of the coffee-dis- 
pensing facility eliminates the need for cleaning by insert 
or well “sw abbing, "a technique necessary in most dispensers 
used today. Two coffee dispensers, each with a capacity of 
25 cups, are located in the drawer. 

The RBLG Hot & Cold Foodveyor insures uniform heat- 
ing of every dish by the use of the radiant heating element 
on the bottom and sides of the heated compartment. 

The refrigeration system is powered by a commercial 14 
hp. compressor to insure fast cooling of the entire cold 
compartment, with a compact unit blower and without the 


use of cold plates. 


C. C. Conway dies; packaging pioneer 

Carle C. Conway, for 45 years a leading figure in the 
development of the American packaging industry and for 
24 years successively president and chairman of the board 
of Continental Can Co., died recently in Lake Placid, N. Y., 
at the age of 81. 

A native of Oak Park, Ill, Mr. Conway was graduated 
from Yale University in 1899, He entered the piano business 
early in the century, organizing the Conway Co. He was 
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elected a vice president and director of Continental Can 
at the time of its incorporation in 1913, 

At that time Continental had annual sales of less than 
$7,000,000. In 1950, when he retired as chairman of the 
board, Continental's sales had increased to $398,000,000. 

Mr. Conway was for many years a prominent figure in 
American financial and industrial circles. He was a prin- 
cipal founder of the Can Manufacturers’ 
sponsored a number of important research activities by that 


Institute and 


organization and the National Canners Association. 

He served as chairman of the Committee for the Study 
and Reorganization of the New York Stock Exchange, 
commonly referred to as the Conway Committee, in 1937 
and later, in 1939 and 1940, served two terms on the board 
of governors of the Exchange. He also served several years 
as a director of the Federal Reserve Bank of New York. 

Mr. Conway was intensely interested in helping young 
people and was an active supporter and a trustee of the 
Boys Clubs of America, Inc. 

In 1950 he established the Carle C. Conway Scholarship 
Foundation, which in the years since has awarded 46 scholar- 
ships to sons and daughters of Continental employees. 

He early envisioned the contributions American packaging 
developments could make to the living standards and econ- 
omies of less developed countries overseas, and aided in the 
establishment and development of packaging manufacturers 
in many foreign countries. His activity in this field was 
memorialized several years ago when Thomassen and Drijver, 
the leading packaging company in Holland, named its pack- 


aging research center at Deventer the Carle C. Conway Re 
search Center. 

In recent years he has been a director of The Reading 
Company, director and chairman of the executive committee 
of the Vulcan Detinning Corporation, and a trustee of the 
National Foundation for Infantile Paralysis, and the Nu- 
trition Foundation. He was one of the early members of the 
Business Advisory Council of the United States Department 
of Commerce. 

General Lucius Clay, who succeeded him as chairman of 
the board of Continental, said in a statement: “More than 
any one man, Mr. Conway was responsible for the develop- 
ment of the Continental Can Company into the great pack- 
aging corporation which it is today. His vision and enthust- 
asm were the essential factors in setting the pattern of our 
growth and his outstanding qualities of leadership were an 
inspiration to our people. A wise counsellor and a warm 
friend, his passing will be mourned by all who knew him.” 

Mr. Conway is survived by his wife, two daughters, two 
sons, ten grandchildren and 11 great-grandchildren. 


Costa Lima in Europe tour 
To promote coffee in Europe, Renato Costa Lima, prest- 
dent of the Brazilian Coffee Institute, visited there recently. 
Mr. Costa Lima Denmark, West 
Germany, where he talked with members of the coffee trade, 
the Brazilian Delegation in 


went to France and 
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to the Cuffee Trade 


CARL BORCHSENIUS CO., INC. 
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OHreetings of the Season 
JAMES W. PHYFE & CO., INC. 
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new coffee bagger, tea machines, other 
equipment, materials at PMMI show 


New equipment and materials for packaging coffee and 
tea, as well as a host of other products, were displayed at 
the 1959 Packaging Machinery Manufacturers Institute show, 
held on two floors of New York’s Coliseum. 

The 155 machinery 
fillers to checkweighers, materials from adhesives to foils. 

Coffee and tea were visible in finished packages dis- 


exhibitors showed ranging from 


played at many of the booths. In some instances, coffee 
was the product used in equipment being demonstrated. 
This was true especially of Tasti-Cup Coffee, the push- 
button liquid which last month began a large scale pro- 
motion in the New York Metropolitan area. 

A fully automatic Swiss-made packaging machine for 
coffee, the SIG KFAS, was demonstrated by the FMC 
Packaging Machinery Division, which handles United States 
sales 

A special American model of the SIG machine produces 
bags with ‘‘Flat-top’’ closures, for easy stacking, at speeds 
up to 70 per minute, 

The KFAS can form single or double bags, or a carton 
with a liner or overwrap. The paper can be fed from rolls 


or stacks 
Prefab bags, too 


Another BGS. 
An American version takes pre-formed bags with inner liners 


model, the handles pre-fabricated bags. 
of pliofilm, cellophane or polyethylene and heatseals and 
folds the top with a flat closure Speeds are up to 55 a 
minute 

Du Pont’s family of machinable films was the focal 
point of an exhibit by the company’s film department at 
the show. 

Du Pont is now supplying “K” cellophane to converters, 
to line bags for pre-ground coffee. Tests show that this 
cellophane is high in flavor protection, stands up to rough 
handling and is economical, company representatives said. 

At the front of the film department exhibit was a 


wreathed roll of cellophane, symbolizing the 25,000 rolls 


gold- 
given by Du Pont to machinery manufacturers for use in 
testing their equipment before shipment to customers. 

A bag closure was demonstrated by the Consolidated 
Packaging Machinery Corp., as well as units for sealing and 
capping and sorting. Consolidated also makes a widely 
used unit to weigh and fill coffee on can lines, at capacities 
said to top 125 a minute. In coffee, the company also has 
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an automatic line for bags which includes a bag feeder, 
scales, settling conveyor, bag sealer and drier. 

A transwrap unit which can form and fill up to 75 
bags a minute was shown in operation by the Package Ma- 
chinery Co, Restaurant coffee packs for glass coffee-makers 
can be run on the machine, which can take polyethylene 
and all other flexible heat-sealable materials. 

Package Machinery also demonstrated a highly versatile 
labeling machine and an overwrapping unit. 


Automatic unit 


An automatic bag forming, filling and sealing machine 
was exhibited by Fr. Hesser Maschinenfabrik, A. G. This 
unit, for large bags, adjusted heights automatically to com- 
pensate for volume variations in the product—in this case, 
flour. 

Hesser also displayed coffee and tea packages made on 
its machines, and distributed folders describing the respec- 
tive units. Hesser equipment is being used for coffee and 
tea by such companies as A & P, Kroger, Ireland Roasters- 
Packers, Grand Union, Salada-Shirriff-Horsey, Ltd., Con- 
tinental Coffee and National Tea. 

An entirely new concept in case sealing—the Packomatic 
Omnimatic-Rotopress, was demonstrated by the J. L. Fergu- 
Co. This machine adjusts automatically to a wide 
of case dimensions fed in random order. It glues, 


son 
range 
seals and discharges shipping containers without regard 
to size, eliminating the need for multiple installations and 
for manual machine adjustments. 

The Arthur Colton Co. was the 
Tasti-Cup Coffee—in this case to demonstrate aerosol oper- 


one of firms using 
ations. Straight-line and rotary machines were shown doing 
filling, crimping, gassing and pressure testing. 

At the Amsco Packaging Machinery, Inc., 
completely automatic system for non-liquid free-flowing 
In this system, a 


exhibit, a 


materials was shown by Frazier & Son. 
conveyorized elevator with interlocking buckets carries the 
material from bins to filling units. Electronic controls 
regulate hopper levels. Volumetric fillers are synchronized 
with the conveyors and with cappers, sealers and labelers. 

A new continuous powder filler was demonstrated by 
the G. Diehl Mateer Co. Made possible by the development 
of a horizontal augur feeder, the machine controls powder 
densities and handles all types of dry materials—even 

(Continued on page 74) 
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Crops and countries 


news from producing areas 


Colombia to barter coffee 
with U. $. S$. R. and Japan 


Colombia has two barter 


coffee for 


signed 
agreements to exchange 
manufactured 
One 


items. 
between Em- 
Telefonos de Bogota and the 


agreement Was 
presa de 
Japanese firm ot Mitsui Bussan Tokyo, 
in the amount of $500,000. 
will obtain 
change for 
cent of the order was to be delivered 
before the end of 1959. 

The second agreement signed was 
between the National Federation of 
Coffee Growers of Colombia and_ the 
Soviet Union for an exchange of cof- 
fee and U.S.S.R. 
value of $1,000,000. 


Empresa 
telephone cables ex- 


coffee. Twenty-five per 


merchandise to a 


Record coffee crop 
seen for Costa Rica 


The 1959/60 coffee crop in Costa 
Rica may set a new record of 905,000 
60-kilogram bags 

Exports of the 
under the quota 


1958/59 coffee 
authorized by the 
Latin) American Agreement Board 
probably totaled about 760,000 bags 
valued at approximately $43,000,000, at 
an average f.o.b. price of 44¢ a pound, 


Peak coffee harvest 
expected in Guatemala 


A record coffee harvest in Guate- 
mala of 1,900,000 quintals is expected, 
which would exceed the 1957/58 crop 


by about 300,000 quintals (1 quintal 
100 pounds), according to F 
Commerce Weekly. 

Good flowering, new plantations now 
coming into production, increased use 


oreign 


4 fertilizer and good weather account 
for the record estimate 

Coffee exporters do not seem to be 
dismayed over the possibility of export 
limitations as a result of the new coffee 
agreement, the publication said. Coffee 
can be bartered or shipped in’ soluble 
form ex-quota. 


Cuba takes over all 
exports of coffee 


Control of all 
now in the hands of a governinent en- 
terprise, Instituto Nacional de Refoma 
Agraria (INRA), 
the only exporter 

This was one of the changes 
achieved by Resolution No. 2 of the 
Instituto Cubano de Estabilizacion del 
Cafe. 
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exportable coffee 1s 


which is acting as 


9 


Kenya withholds low grades 


At Kenya's annual coffee conference 
delegates voted unanimous approval of 
the withdrawal by the Coffee Market- 
ing Board during the 1958/59 
of the two lowest classifications of 
Kenya coffee (Classes 13 and 14), ac- 
cording to the National Coffee Associa- 
News Letter. The 
also instructed the board to withhold, 
during the 1959/60 portion 
of Class 12 coffees 


season 


tion’s conference 


season, a 
As was done during 1958/59, 
coffees are being issued to local roas 
price of only 


ters by the board at a 


‘40 a ton, on the condition 


Model 
w-3 


also builds a complete line of 
precision-engineered high qual- 
ity fittings. As the oldest company 
devoted exclusively to the manu- | 
facture of faucets and fittings for 
liquid food dispensing equip- 
ment, Tomlinson makes the finest: 


these 


that the 


roasted and ground cotfee be placed on 
the market primarily for African) con 
sumption at prices not exceeding two 
shillings (28¢) per pound. 


Uganda to restrict exports 


Uganda has announced that it will 


fulfill its commitment to International 
Cotfec 


exports during the coming season 


countries to restrict 


The Uganda government's statement 
said that estimates of coffee production 
Tanganyika 


in’ Uganda, Kenya and 


this vear was 2,346,000 bags, leaving 84, 


000 bags to be retained 


TOMLINSON 


NO-DRIP, FAUCETS 


the accepted standard on 
liquid food dispensing equipment 


No unit, regardless of the cost, is complete 


without a TOMLINSON FAUCET 
Model R-2 
Model PN3 


For your own protection you 
should remember that Tomlinson 


Whether purchasing one unit or 100, to insure yourself of the 
best with no price penalty—be sure to specify and insist upon, 
“All Tomlinson faucets and fittings’. Don’t accept substitutes. 


The sign of distinction and quality service 


OMLINSON NO-DRIP FAUCET COMPANY 


1601 St. Clair Avenue 


Cleveland 14, Ohio 
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Coffee is top export 
for British East Africa 


Kor the second year in. succession, 


ing its coffee at levels 


world prices for 


ffee was British East Africa’s inmost now increasing at about 
iluable export, outstripping cotton 000 acres annually, “without 
10 to 12 U.S. cents per pound stimulus than a guaranteed 


according to the U.S. Department ot 


\ericulture’s Foreign Agricultural Ser 


the increased acreage is not vet in pro- 


Kenya's present coffee production of duction 


thout 400,000 bags may more tha Present total coffees 
louble in the next decade, according 


he Foreign Agricultural Service slowly expanding 


Arabica 


Robusta coffees acreage 


for unhulled dried coffee.’ 


Fanganyika is about 425,000 


42-1600 
NATIONAL TEA CO. 
STREET 


CHICAGO BO. ILLINOIS 


September 23, 1902 
Fr. Hesser 


Machinenfabrik, A.C. 
Stuttgard 

Bad Connstatt 

West Germany 


Gentlemen: 


We have had our Hesser Coffee Bagging Machine for the past 
twenty-three years and up to this time I can truthfully state that 
of all the equipment | have maintained I have had the least amount 
of breakdowns and maintenance problems on your coffee bagging machine. 


Due to modern changes we may, in the near future, be in the 
market for another coffee bagging machine and | feel that since we have 
had such success with the Hesser machine, we would not consider any 


other machine in the coffee line, 


Yours very truly, 
NATIONAL TEA COMPANY 
VA - 


C, Drews 
Engineering Department 


on fully automatic 


Represented by 

Geveke, New York 

Packaging Equipment, Toronto 
Diederichs & Griffin Co., Chicago/Il. 
Wagner, Dallas 


FR.HESSER 


MASCHINENFABRIK- 
AKTIENGESELLSCHAFT 


Franci | 
Hale, San Francisco, Los Angeles, Seattle STUTIGART- 


BAD CANNSTATT 


Anahuac, Hugo Schoener, Mexico City 


DFFEE 


62 


TELETYPE 


Kenya has had no difficulty market- 
average 


Uganda 

30,- 
ther 
minimum 
price of 10 to 12 U.S. cents per pound 
of 


In 
and 


D9Z 


Some examples of packages 


made, filled and closed 


PACKAGING MACHINES 


Coffee acreage increasing 
in Panama 


Coffee acreage has been increasing in 


Panama. About 18,000,000 trees are 


expected to be in production during 
the 1959/60 season, according to the 
U.S. Department of Agriculture 

\ record crop of 70,000 bags is eXx- 
pected in Guatemala for 1959/60, but 
over half the crop is lowland cottee 
not authorized for price support 
export. 

Further expansion will probably de 
pend on world coffee prices, but yields 
will be higher as management improves 
and newly planted trees come into 


bearing 


Colombia to have three 
promotion offices in Europe 


Arturo Gomez Jaramillo, manager 
the National Federation of Coftec 
Growers of Colombia, has announced 
that the Federation will have three of 
fices in Europe to promote Colombian 
“oftee 

The offices will be in Brussels, under 
the direction of Dr, Gabriel Gtraldo 
Jaramillo; in Vienna, under Dr. Mario 
Uribe; and in Rome, under Dr. Jose 
Jaramillo Montoya 

This decision, Mr. Gomez Jaran 
the Co 


said, was the direct result ot 
lombian misson to Europe last sum 


Predicts Brazil crop 


Stopping off New) York Cits 
last month, on his way to Japan and 
then Europe, Renato Costa Lima, pres 
ident of the Brazilian Coffee Institute, 
met with members of the coffee indus 

here 

He told the coffee men that Brazil's 
crop for 1960/61 would not exceed 20, 
000,000) bags 

‘The way it looks now”, he declared’ 
‘we will be shipping 20,000,000 bags, 
both within our export quota and 
new markets. We will be consuming 
4,000,000 bags internally, and we wil 
be retiring 2,000,000 more through our 
expurgation quota So that, by 
end of the next crop vear, we will be 


} 


ast 8,000,000 bags shiv 


Air travelers get samples 
of Brazilian coffee 


Air travelers going via Panair from 
Brazil to Europe and to the Middle 
East are getting samples of Brazil's 
coffee, it is reported by the National 
Coffee Association’s News Lette 

The Instituto Brasileiro do Cate is 
distributing small cellophane packets 
of roasted and ground coffee. 

The packets carry Brazil’s national 
colors and brewing instructions m sey 
eral languages. 
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Editorial 


hHristmas, 1959 


‘eo With this Holiday Season, we close one decade and 


open another. “@ Ju this, for coffee and for tea, is 


reason for hope, for optimism, for renewal of energu. 


e Ju coffer, a vast surplus is being contained. © 


€ftorts to solidify the bedrock, the quality of the brew, 


are merting with response. © And in tea, volume is 


‘ 
muning toward heights. © Bet in both coffer and 


tea, there is mide understanding that great potentials 


remain to be tapped. © Mau it be, for both, a busy, 


surresstul derade. 
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The buying committee problem 


Buying committees have become a frustrating prob- 
lem to the nanufacturer. A wide chasm now separ- 
ates his sales representatives from che men who will 
decide the fate of his product. The difficulty is that 
the buying committee, comprising anywhere from 
three to a dozen executives, is virtually inaccessible 
to the salesman, or even the sales manager. 

In 1957 we made a nationwide study of the buy- 
ing committee phenomenon, We found that in 144 
companies using the committee procedure, only 800 
men made the buying decisions for 6,338 stores 
which did $6.6 billion in sales. 

Richard G. Zimmerman, publisher, Super Mar- 
ket Merchandising, at the 14th annual convention 
of the Tea Association of the U.S.A. 


your Tea Council Insurance 


(Continued from page 14) 


The total gain of the last nine years amounts to 159,- 


600,000. Ibs 
I'll grant you that during the war years imports were 
But even if you level those years 


artificially depressed. 


off at the average for 1941 and 1946 through 1948, you 
would have a gain of 104,600,000 Ibs. 

Comparing grocery store sales history for the same 18 
years, as measured by the A. C. Nielsen Co., you can see 
that total cumulative sales for the last nine years have 
been 147,200,000 Ibs. more than the preceding period, 


Total Grocery Store Tea Sales 
1941-1949 544.6 million pounds 
1950-1958 .691.8 million pounds 

Total cumulative gain. ..147.2 million pounds 

Again, if you raise the depressed level of the war years 
to the average for the period—you still have a gain of 
about 100,000,000 Ibs. 

Now, let us consider just one more fact. 

From 1941 to 1949, the United States tea industry 
did not have a united, aggressive industry level campaign 
directed at the consumer. 

From 1950 through today, such a campaign has been in 
continuous operation, 

How much of tea’s progress should be attributed to that 
fact is fair game for any hypothesis. Certainly some, 
certainly not all would be the most reasonable one. But 
that reasonable summation sidesteps the main issue. In 
my opinion we don’t know—we can’t know. We can be 
sure only of this: it is a fact that the only completely new 
element in the tea business during the period of its great- 
est growth was the industry level campaign for tea. 

If there is a conclusion to be drawn from that, I leave it 


up to you. 


NEDLLOYD LINE 


Doug Weod — 


AFRICA SERVICE 
Fast Monthly Sailings 
FROM: 

East Africa, Djibouti and Assab 
VIA: Mediterranean 
TO: Atlantic Coast Ports, New 
Orleans’ and Pacific Coast Ports 


Optional Bills of Lading Issued For 
Atlantic Coast / Gulf / Pacific Coast Ports 


New York 
Java Pacific Line, Inc. 
25 Broadway 


New Orleans 
Strachan Shipping Co. 
1607 American Bank Bldg. 


San Francisco 


Transpacific Transportation Co. 
351 California Street 


Vancouver 
Dingwall, Cotts & Co., Ltd. 
802 West Hastings Street 


* Direct or with transshipment 
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Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 

Abl Trans Car—Ahlmann Trans Carib- 
bean Line 

Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Af-Pac—African Pacific Line 
Am-Pres—American President Lines 
Am-Rep—American Republics Line 
Arg-State—Argentine State Line 
Am-W Afr—American-West African Line 
B-Afr—Belgian African Line 
Barb-W/n—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 
Barb-W Afr—Barber-West African Line 
Baron—Baron Ino Line 
Bl-Dia—Black Diamond Steamship Co. 
Brodin—Brodin Line 
Carib—Caribbean Line 
Col—Columbus Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 
Dodero—Dodero Lines 
Eld-Dem—Elder Dempster Lines 
Ell.Buck—Ellerman & Bucknell §.S. Co. 
Farrell—Farrell Lines 
Grace—Grace Line 


Granco—Grancolombiana (New York), Inc 
Gulf—Gulf & South American Steamship Co., Inc 


SAILS SHIP 


ABIDJAN 
15 Afr Sur Farrell NY12/30 


16 Glomeggen Sev-Stars StJol2,30 Pol/2 NY1’6 Pal 
Eboe Eld-Dem NY1/1 NO 8a Pa Bol/10 


18 Tatra Am-WAfr USA12/15 

28 Jessie Guiwa GWA N0O1/17 
Afr Grove Farrell NY1/16 
Irima BI-Dia NY1/19 
Del Alba Delta NO1/19 


Vinga Sev-Stars Bal/26 Nfl/27 
Tana Am-WAfr USA1/31 

Afr Glade Farrell NY1/28 
Wesertal GWA N02/4 


Afr Dawn Farrel! NY2/9 
Fernfiord Am-WAfr USA2/15 
Dei Vaile Delta N02/14 
Bofta Bi-Dia NY2/18 
Afr Glen Farrell NY2/21 
Del Santos Delta N02/22 
Nopal Branco GWA N03/18 
Afr Sun Farrell NY3/16 


ANGRA dos REIS 


Ship sailings 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Shonga Eld-Dem NY1/19 NO Ba Pa Bol 30 


Owerri Eld-Dem NY2/5 Nf Ba Pa Bo2 


GW A—Gulf West Africa Line 
Hellentc—Hellense Lines Lid. 
Hansa—Hansa Line 

Hoegh—Hoegh Lines 
Hol-Int—Holtand-Interamerica Line 
Independence -Independence Line 
lsthmian—Isthmian Lines, Inc. 
JavPac—JavaPacific Line 

K Line—Kawasaki Kisen Kaisha, Ltd. 
Lawes—Lawes Shipping Co., Ine. 
Lloyd—Lloyd Brastleiro 
Lykes—Lykes Lines 

Maersk—Maersk Line 
Mam—Mamentc Line 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PacFar—Pacific Far East Line, Inc. 
Pac-Rep—Pacific Republics Line 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
PTL—Pacific Transport Lines, Ine. 

R Neth—Royal Netherland Steamship Co. 
Robin—Robin Line 


Scindia—Scindia Steam Navigation Co., Ltd 


SCross—Southern Cross Line 
Sev-Stars—Seven Stars (Africa) Line 
Swed-Am—Swedish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co. 

W’ es-Lar—W estfal Larsen Co. Line 
Yamashita—Yamashita Line 


COFFEE BERTHS 


SAILS SHIP LINE 


12/23 Mormacowl Am-Re 
12/28 Evanger Wes-Lar 
Mormacyork Am-Re 


Bal 8 Nfl 9 Santa Rita Col 


Del Viento Delta 
Cap Castillo Col 

Del Sol Delta 
Mormactide Am-Re 
Mormacsea Am-Re 
Del Aire Delta 
Ravensberg Col 


BARRANQUILLA 


12/11 Cd de Popayan Granco 
12,13 Neptun Granco 
12/19 R.L. Russ Granco 


BARRIOS 


Lempa UFruit 

Cd de Santa Granco 
Marta 

Arctic Tern UFruit 

Box Hill UF 

Neptun Granco 


Abbreviations for ports 


At—Atlantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Healifax 
Ho—Houston 
HR—Hampton Roads 
Jx—Jacksonville 
LA—Los Angeles 
M/l—Monrreal 
Mo—Mobile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelphia 
Po—Portland 
PS—Puget Sound 
Sa—Savannah 
SD—San Diego 
SF—San Francisco 
Se—Seattle 

St. Jo—Saint John 
Ta—Tacoma 
Va—V ancouveyr 


DUE 


NY1/8 Bol/11 Pal/13 Bal/15 

LA1/25 SF1/26 Po2/2 Se2/4 Va2/5 
Jx1/15 Hal/16 Bal/19 Pal/21 NY1/22 Bol/25 
NY1/16 Pal/19 Bal/20 Bol/22 StJol/23 
NO1/19 Hol/23 

NY1/20 Bol/22 Pal/24 Bal/25 

NO2/1 Ho2/5 

Jx2/1 NY2/5 Bo2/8 Pa2/10 Ba2/12 Nf2/13 
NY2/6 Bo2/9 Pa2/11 Ba2/13 

NO2/15 Ho2/19 

NY2/13 Bo2/16 Pa2/18 Ba2/19 


NY12/22 
Hol2/27 NO12/30 
NY12/29 


Hol2/17 N012/20 
Hol2/19 NO12/23 


NY12/21 
Hol2/25 NO012/28 
Hol2/27 N012/30 


12/11 Gudmundra Norton NY12/27 Bol2/29 Pal2/31 Bal/1 Jytte Skou UFruit NY12 28 
12/14 Mormacwren Am-Re Jx12/30 NY1/3 Bol/5 Pal/7 Bal/13 Fiynderborg Carib Pal2/28 NY12/30 
12/21 Mormacmail Am-Re NY1/6 Bol/9 Pal/1l Bal/13 Nfl/14 > Christiane UFruit Hol/l NO1/4 


R ER 


) 
12/31 
12 1/5 
12 
1/14 
1/1 i/16 
1/21 
3 1/28 
3 1/29 
6 
9 
16 
35 
29 = 
5 
29 12/13 
1 
12/14 3 
12/18 
DE 959 6 


SAILS SHIP LINE DUE SAILS SHIP LINE DUE 


12/28 Loviand Carib Pal/5 NY1/8 CORTES 
12/28 Arctic Guill UF ruit NY1/4 

12/31 : Hol/7 W01/9 12/10 Heron Carib Pal2/17 NY12/22 

1/4 Arctic Tern UF ruit NY1/il 12/13 Lempa UF ruit Hol2/17 NO012/20 

1/7 Box Hill UFruit Hol/13 NO1/15 12/15 Arctic Tern UFruit NY12/21 

1/ll Jytte Skou UF ruit NY1/18 12/20 Box Hill UFruit Hol2/25 NO012/28 

1/14 Christiane UF ruit Hol/20 NO1/22 12/22 Jytte Skou UFruit NY12/28 

1/18 Arctic Guil UFruit NY1/25 12/23 Flynderborg Carib Pal2/28 NY12/30 

1/21 Lempa UF ruit Hol/27 NO1/29 12/28 Christiane UF ruit Hol/1 NO1/4 

1/25 Arctic Tern UFruit NY2/1 12/29 Loviand Carib Pal/5 NY1/8 

1/28 Box Hil! UFruit Ho2/3 NO2/5 12/29 Arctic Gull UFruit NY1/4 

2/1 Jytte Skou UFruit NY2/8 1 : Lempa UFruit Hol/7 NO1/9 ( 
2/4 Christiane UFruit Ho2/10 NO2/12 5 Arctic Tern UFruit) NY1/11 

2/8 Arctic Gull UF ruit NY2/15 9 Box Hil! UF ruit Hol/13 NO1/15 

2/11 Lempa UFruit Ho2/17 N02/19 12 Jytte Skou UFruit NY1/18 

2/15 Arctic Tern UFruit NY2/22 16 — Christiane UFruit Hol/20 NO1/22 
2/18 Box UF nuit Ho2/24 N0O2/26 19 Arctic Gull UFruit NY1/25 { 


23 Lempa UF ruit Hol/27 NOQ1/29 
Arctic Tern UFruit NY2/i 

30 Box Hill UF ruit Ho2/3 NO02/5 
Jytte Skou UF ruit NY2/2% 

6 Christiane UFruit Ho?/10 N92/12 


2/22 Jytte Skou UFruit NY2/29 


BUENAVENTURA 


NNNNN ND ee 
nm 


12/10 Merchant Gulf Hol2/18 NO12/25 9 Arctic Gull UF ruit NY2/15 

12/10 Cartagena de 13. Lempa UF ruit Ho2/17 NO2/19 
Indias Granco =Bal2/18 Pal2/19 NY12/20 Arctic Tern NY2/22 

12/14 SantaCecilia Grace NY12/21 20 Box Hill UFruit Ho2/24 N02/26 

12/17 Cd de Bogota Granco  LA1/8 SF1/13 23 Jytte Skou UF ruit NY2/29 


12/17 CddeTunja Granco 68al2/24 Pal2/26 NY12/27 
12/18 Cd de thague Granco Hol2/23 NO12/27 


2/20 Trader Gulf Hol2/28 NO1/4 

12/21 Santa Adela Grace LA12/31 SF1/4 PS1/10 CRISTOBAL 

2/23 Stockhoit Granco’ =LA1/2 SF1/6 Val/17 1/1 Brattingsborg UFruit NO1/6 
12/23 Santa Ines Grace NY12/30 Bal/3 1/3 Choluteca UFruit NY1/11 
12/26 Cd de Quito Granco Hol/3 NO1/6 

2°30 Shipper Gulf Hol/7 NO1/14 

12/31 Cd de Guayquil Granco Bal/7 Pal/&8 NY1/10 DAR es SALAAM 


~ 12/21 Tomishima Baron Bol/29 NY1/30 Ba2/4 Chsn2/10 Ho2/17 NO2/20 
CORINTO 12/22 Samarinda Nediloyd NY1/24 LA2/10 SF2/14 Po2/20 Se2/23 Va2/26 
12/14 Managua Mam Hol2/26 N012/30 12/23 Saldanha Af-Pac LA2/3 SF2/7 Po2/11 Se2/13 Va2/15 

12/29 Dundee Mam NY1/20 1/8 Afr Moon Farrell Bo2.7 NY2/9 

1/2 E! Salvador Hol/12 NO1/14 Okishima Baron Bo2/19 NY2/20 Ba2/25 Chsn2/29 Ho3/5 NO3 9 


Mam 


TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS...FROM 


SOUTH AMERICA 
A Partner PARANAGUA, SANTOS 


RIO DE JANEIRO, VICTORIA 
of the 


“Coffee Indystry 
since 1919 


WEST AFRICA 
ANGOLA, BELGIAN CONGO, 
CAMEROONS, IVORY COAST, 
AND LIBERIA 

Direct regular service 


MISSISSIPPI] SHIPPING COMPANY, INC. NEW ORLEANS 


NEW YORK — CHICAGO 
WASHINGTON — ST. LOUIS 


AGENTS: 


RIO DE JANEIRO: DELTA LINE, INC. 
Rua Visconde Inhauma 134 

SANTOS: DELTA LINE, INC. 

Praca da Republica 87 

ABIDJAN & DOUALA 

Union Maritime et Commerciale 
LUANDA & LOBITO 

Hull, Blyth (Angola), Ltd. 

MATADI 

Phs. Van Ommeren (Congo) S.C.R.L. 


TEA INDUSTRIES 


66 COFFEE & and The Flavor Field 


SAILS SHIP LINE DUE 


Lombok Nediloyd NY2/17 LA3/5 SF3/9 Po3/14 Se3/16 Va3/19 
Arna Af-Pac LA3/4 SF3/7 Po3/11 Se3/14 Va3/16 
Afr Star Farrell Bo2/22 NY2/24 
Sarangan Nediloyd NY3/10 LA3/28 SF4/1 Po4/8 Se4/1l1 Va4/14 
Afr Rainbow Farrell Bo5/23 NY3/25 
Afr Pilgrim Farrell Bo4/8 NY4/10 
Afr Planet Fairell BoS/1 NY5/3 
17 Afr Moon Farrell Bo5/17 NY5/19 


DJIBOUTI 


Samarinda Nedlloyd NY1/24 LA2/10 SF2/14 Po2/20 Se2/23 Va2/26 
5 Lombok Nediloyd NY2/17 LA3/5 SF3/9 Po3/14 Se3/16 Va3/19 
5  Sarangan Nedlloyd NY3/10 LA3/18 SF4/1 Po4/8 Se4/1l Va4/14 


1/1 
1/2 
2/1 


DOUALA 


12/10 Afr Grove Farrell NY1/16 
12/13 Tatra Am-WAfr USA1/15 
12/26 Irima BI-Dia NY1/19 
12/29 Vinga Sev-Stars StJol/20 Pol/22 NY1/24 Pal/25 Bal/26 Nfl/27 
Afr Dawn Farrell NY2/9 
Tana Am-WAfr USA1/31 
Fernfiord Am-WAfr USA2/15 
Boffa Bl-Dia NY2/18 
Afr Sun Farrel! NY3/16 


EL SALVADOR 


12/13 Etna italian LA12/19 SF12/23 Val2/28 Sel/3 Pol/7 
12/15 Santa Anita Grace LA12/25 SF12/28 PS1/4 

12/20 A. Pacinotti Italian LA12/27 SF12/31 Val/9 Sel/10 Pol/13 
12/24 Winnipeg French LA1/4 SF1/9 Val/14 Sel/17 Pol/18 
12/24 Cdde Bogota Granco LA1/8 SF1/13 

1/13 Michigan French LA1/23 SF1/27 Va2/1 Se2/5 Po2/8 


GUATEMALA 


Rio Magdalena Granco LA12/23 SF12/27 

Etna Italian LA12/19 SF12/23 Val2/28 Sel/3 Pol/7 
A. Pacinotti Italian LA12/27 SF12/31 Val/9 Sel/10 Pol 13 
Cd de Bogota Granco LA1/8 SF1/13 

Winnipeg French LA1/4 SF1/9 Val/14 Sel/17 Pol/18 
Michigan French LA1/23 SF1/17 Va2/1 Se2/5 Po2.8 


GUAYAQUIL 


Cd de Tunja  Granco Bal2/24 Pal2/26 NY12/27 
Cd de thague Granco Hol2/23 NO12/27 
Cd de 
Barranquilla Granco NY12/31 Bal/2 Pal/3 
Cd de Quito Granco Hol/3 NO1/6 
Cd de 
Guayaqui! Granco Bal/7 Pal/8 NY1/10 


LA LIBERTAD 


12/24 Dundee Mam NY1/20 
27 =Brattingsborg UFruit Cr212/31 NO1/6 
Texita UF ruit Cr212/31 
E! Salvador Mam Hol/12 NO1/14 
30 Choluteca UFruit Cr21/3 NY1/11 


LA UNION 


Managua Mam Hol2/26 NO12/30 
Dundee Mam NY1/26 

Texita UFruit Cr12/31 

Choluteca UFruit Cr21/3 
EI Salvador Mam Hol/12 NO1/14 


LIMON 


12/19 Brattingsborg UFruit 
12/20 Choluteca UFruit 


LOBITO 
12/18 Steenstraete 


LUANDA 


12/14 Jessie Gulwa 
12/15 Lindi 


DECEMBER 


HANSA LINE 


Deutsche Dampfschifffahrts-Gesellschaft ‘HANSA" 


Bremen, Germany 


Regular Monthly Service 


from PERSIAN GULF 
PAKISTAN 
RED SEA 
and 
MEDITERRANEAN 
PORTS 
to NORTH ATLANTIC & GULF PORTS 


General Agents 


F.W. HARTMANN & CO., INC. 


120 WALL STREET NEW YORK 5, N. Y. 


Cable Address: HANSAFAHRT 
TEX NEWYORK 2499 
MNY 0244 


Telephone 
WHitehall 3-9790 
Teletype N. Y. 1-1550 


FOR 
FAST DEPENDABLE DELIVERY 


... of your mild coffees 
to United States markets ... rely on 


UNITED FRUIT 
COMPANY 


Regular Sailings between 
GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 

and 


NEW YORK - NEW ORLEANS - HOUSTON 


NEW YORK: 

Pier 3, North River 
NEW ORLEANS: 
321 St. Charles Ave. 


ye 

12/11 

12/14 

12/21 

12:26 

= a 

12/14 

12/14 

12/21 

12/22 

12/28 

12/12 

12/27 pe 

12/29 

2/3 

12/31 i 

NY1/11 

i 

B-Afr  NY1/3 
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Regular Service 


From The Principal Brazilian Ports to: 


NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 


ville and Houston. 


Bringing North and South America nearer each other. LLOYD : 
BRASILEIRO makes the Good Neighbor a Close Neighbor. 


NEW YORK 


17 Battery Place 


NEW ORLEANS 
Queen & Crescent Bldg. 


SAILS SHIP 


12/21 Afr Grove 
12/26 Steenstraete 
12/26 Del Alba 
1/3 Afr Glade 
1/6 Wesertal 
1/14 Afr Dawn 
1/21 Del Valle 
1/27 Afr Glen 
1/29 Del Santos 
2/17 Afr Sun 
2/18 Nopal Branco 


MATADI 


12/10 Jessie Guiwa 
12/14 Afr Grove 
12/18 Lindi 
12/22 Del Alba 
12/31 Steenstraete 
1/2 Wesertal 
1/4 Afr Glade 
1/6 Afr Dawn 
1/18 De! Vaile 
1/26 Dei Santos 
1/28 Afr Glen 
2/6 Afr Sun 
2/14 Nopal Branco 


MOMBASA 


12/21 Saldanha 
12/23 Tomishima 
12/27 Samarinda 
1/5 Afr Moon 
1/12 Okishima 
16 Arna 
20 Lombok 
22 Afr Star 
10 Sarangan 


4 Afr Pilgrim 


1 

1 

1 

2 

Afr Rainbow 
3 

3/28 = Afr Planet 
4 


MOORE-McCORMACK 


AMERICAN FLAG SHIPS 


Freight & Passenger Service 


REGULAR SAILINGS BETWEEN: 


East Coast United States and Canadian ports and 
TRINIDAD e BARBADOS e BRASIL 
URUGUAY e ARGENTINA 
West Coast United States and Canadian ports and 
CANAL ZONE e COLOMBIA 
VENEZUELA e TRINIDAD e BRASIL 
URUGUAY e¢ ARGENTINA 
United States East Coast ports to 
Ports of South and East Africa and 
the Indian Ocean Islands 
Tel.: Digby 4-5000 


TWO BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Cities of the World 


13 Afr Moon 


12/15 Mormacisle 
12/16 Mormacmail 
12/17 Brasi! 
12/19 Mormacow! 
12/21 Evanger 
12/21 Bolivia 
12/21 Del Mar 
12/23 Mormacdawn 
12/23 Axeldyk 
12/24 Mormacyork 
12/26 Del Viento 
12/27 Cuba 
12/27 Santa Rita 
Cap Castillo 
l Mormacstar 
1 Del Norte 
1 Mormacmar 
1/9 De! Sol 
1/12 Mormactide 
1/15 Mormacsea 
1/18 Del Sud 
1/20 ~=Volumnia 
1/23 Del Aires 
1/26 Ravensberg 


12/10 Mormacisie 
12/11 Cabo Frio 
12/12 Argentina 
| 12/15 Mormacwren 
12/18 Mormacdawn 
| 12/21 Brasil 
| 12/22 Mormacmail 
| 12/24 Mormacow! 
| 12/24 Del Mar 
12/25 Bolivia 
| 12/28 Brasil 
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COFFEE & TEA 


LINE 


Farrell 
B-Afr 
Celta 
Farrel! 
GWA 
Farrell 
Delta 
Farrell 
Delta 
Farrel! 
GWA 


GWA 
Farrell 
B-Afr 
Delta 
B- Afr 
GWA 
Farre!! 
Farrell 
Delta 
Delta 
Farre!! 
Farrell 
GWA 


Afr- Pac 
Baron 
Nediloyd 
Farrel! 
Baron 
Afr- Pac 
Nedlloyd 
Farrel! 
Nedlloyd 
Farrell 
Farrell 
Farrel! 
Farre!! 


Pac-Rep 
Am- Rep 
Lioyd 

Am- Rep 


LA2/3 SF2/7 Po2/11 Se2/13 Va2/15 


Bol/29 NY1/30 Ba2/4 Chsn2/10 Ho2/17 N02/20 
NY1/24 LA2/10 SF2/14 Po2/20 Se2/23 Va2/26 


Bo2/7 NY2/9 


Bo2/19 NY2/20 Ba2/25 Chsn2/29 Ho3/5 N03/9 


LA3/4 SF3/7 Po3/11 Se3/14 Va3/16 
NY2/17 Po3/14 Se3/16 Va3/19 

Bo2/22 NY2/24 

NY3/10 LA3/28 SF4/1 Po4/8 Sed/1l Va4d/14 
Bo2/23 NY2/25 

Bo4/8 NY4/10 

Bo5/1 NY5/3 

Bo5/17 NY5/19 


LA1/10 SF1/13 Val/18 Sel/20 Pol/22 
NY1/6 Bol/9 Pal/1l Bal/13 Nfl/14 
NY12/26 

NY1/8 NO1/11 Pal/13 Bal/15 


Wes-Lar LA1/23 SF1/26 Po2/2 Se2/4 Va2/5 


Lloyd 
Delta 
Pac-Rep 
Hol-Int 
Am-Rep 
Deita 
Lloyd 
Col 

Col 

Am- Rep 
Delta 
Pac-Rep 
Delta 
Am-Rep 
Am- Rep 
Delta 
Hol-Int 
Deita 
Col 


RIO de JANEIRO 


Pac-Rep 
Lioyd 
Am-Rep 
Am-Rep 
Pac- Rep 
Lloyd 
Am-Rep 
Am-Rep 
Delta 
Lioyd 
Am- Rep 


NO1/10 Hol/15 
NO1/6 Hol/13 
LA1/19 SF1/22 Val/31 Se2/2 Po2/4 


NY1/13 Bol/15 HR1/17 Chsnl1/20 Bal/22 Pal/23 
Jx1/15 Bal/19 Pal/21 NY1/22 Bol/25 Hal/26 


NO1/19 Hol/23 

NY1/16 

NY1/16 Pal/19 Bal/20 Bol/22 StJol/23 
NY1/20 Bol/22 Pal/24 Bal/25 
NY1/22 Bol/25 Pal/27 Bal/29 Nf1/30 
NO1/20 Hol/27 

LA2/2 SF2/5 Va2/12 Se2/16 Po2/18 
NO2/1 Ho2/5 

Jx2/1 NY2/5 Bo2/8 Pa2/10 Ba2/12 
NY2/6 Bo2/9 Pa2/1l Ba2/13 

N02/3 Ho2/10 


NY2/8 Bo2/10 HR2/13 Chsn2/17 Ba2/19 Pa2/20 


N02/15 Ho2/19 
NY2/13 Bo2/16 Pa2/18 Ba2/19 


LA1/10 SF1/13 Val/18 Sel/20 Pol/22 
NY12/26 

NY12/21 

Jx12/30 NY1/3 Bol/5 Pal/7 Bal/9 
LA1/19 SF1/22 Val/31 Se2/2 Po2/4 
NY1/6 

NY1/6 Bol/9 Pal/ll Bal/13 Nfl/14 
NY1/8 

NO1/6 Hol/13 

NO1/10 Hol/15 

NY1/12 


INDUSTRIES and The Flavor Fie! 


NY1/16 
NO1/19 
N02/4 
NY2/9 
NO2/14 
NY2/21 
NO2/22 
NY3/16 
N03/18 
NY1/16 
NY1/3 
N01/19 
NY1/15 
N02/4 
NY1/28 
NY2/9 
N02/14 
NO2/22 
NY2/21 
NY3/16 
N03/18 
| — 


SAILS 


12/29 
12/30 
12/31 
12/31 


SHIP 


Axeldyk 
Mormacmar 
Mormacyork 
Evanger 
Cuba 

Del Viento 
Del Norte 
Mormacstar 
Del Sol 
Mormactide 
Del Sud 
Mormacsea 
Argentina 
Volumnia 
De! Aires 


SANTOS 


1 
1 
1 
1 
1 
1 
1 
1/ 
1 
1 


Cab Frio 
Gudmundra 
Argentina 
Mormacwren 
Mormacisle 
Sparrenberg 
Mormacmail 
Brasil 
Mormacdawn 
Mormacowl 
Del Mar 
Bolivia 
Evanger 
Axeldyk 
Santa Rita 
Brasil 
Mormacyork 
Del Viento 
Cuba 
Mormacmar 
Cap Castillo 
Dei Norte 
Mormacstar 
Del Sol 
Mormactide 
Mormacsea 
Dei Sud 
Argentina 
Volumnia 
Del Aires 
Ravensberg 


TANGA 


12/23 
1/16 
2/6 


Samarinda 
Lombok 
Sarangan 


VICTORIA 


12/26 
1/4 


Bolivia 
De! Viento 
De! Sol 
Del Aires 


CALCUTTA 


12/10 
12/20 
1/8 
1/9 
1/10 


1/20 
2/9 


Steel Maker 
Exchange 


Wonorato 
Exemplar 


Steel Director 


Steel Navigator Isthmian 


Steel Age 


COCHIN 


12/15 
12/17 
12/19 
12/30 


Santa Teresa 
Exhibitor 
Arthur 
Exchange 


DECEMBER, 


LINE DUE 


NY1/13 Bol/15 HR1/17 Chsnl1/20 Bal/22 Pal/23 
LA2/2 SF2/5 Va2/12 Se2/16 Po2/18 

Bal/19 Pal/21 NY1/22 Bol/25 Hal/26 Chsn2/3 
LA1/23 SF1/26 Po2/2 Se2/4 Va2/5 

NY1/16 

NO1/19 Hol/23 

N01/20 Hol/27 

NY1/22 Bol/25 Pal/27 Bal/29 Nf1/30 

NO2/1 Ho2/5 

Jx2/1 NY2/5 Bo2/8 Pa2/10 Ba2/12 Nf2/13 
N02/3 Ho2/10 

NY2/6 Bo2/9 Pa2/1l1 Ba2/13 

NY2/2 

NY2/8 Bo2/10 HR2/13 Chsn2/17 Ba2/19 Pa2/20 
N02/15 Ho02/19 


Hol- Int 
Pac-Rep 
Am- Rep 
Wes- Lar 
Lloyd 
Delta 
Delta 
Am- Rep 
Delta 
Am- Rep 
Delta 
Am- Rep 
Am- Rep 
Hol- Int 
Deita 


NY12/26 

NY12/27 Bol2/29 Pal2/31 Bal/1 

NY12/21 

Am-Rep Jxl12/30 NY1/3 Bol/5 Pal/7 Bal/9 
Pac-Rep LA1/10 SF1/13 Val/18 Sel/20 Pol/22 
Col NY1/5 Pal/8 Bal/10 Bol/13 StJol/14 
Am-Rep NY1/6 Bol/9 Pal/1l Bal/13 Nfl/14 
Lloyd NY1/6 

Pac-Rep LA1/19 SF1/22 Val/31 Se2/2 Po2/4 
Am-Rep NY1/8 Bol/1l Pal/13 Bal/15 

Delta NO1/6 Hol/13 

Lloyd NO1/10 Hol/15 

Wes-Lar LA1/23 SF1/26 Po2/2 Se2/4 Va2/5 
Hol-Int) NY1/13 Bol/15 HR1/17 Chsnl/20 Bal/22 Pal/23 
Col NY1/16 Pal/19 Bal/20 Bol/22 StJol/23 
Am-Rep NY1/12 

Am-Rep Jx1/15 Bal/19 Pal/21 NY1/22 Bol/25 Hal/26 
Delta NO01/19 Hol/23 

Lloyd NY1/16 

Pac-Rep LA2/2 SF2/5 Va2/12 Se2/16 Po2/18 

Col NY1/20 Bol/22 Pal/24 Bal/25 

Delta N01/20 Hol/27 

Am-Rep NY1/22 Bol/25 Pal/27 Bal/29 Nf1/30 
Delta NO2/1 Ho2/5 

Am-Rep Jx2/1 NY2/5 Bo2/8 Pa2/10 Ba2/12 Nf2/13 
Am-Rep NY2/6 Bo2/9 Pa2/1l Ba2/13 

Delta NO2/3 Ho2/10 

Am-Rep NY2/2 

Hol-Int NY2/8 Bo2/10 HR2/13 Chsn2/17 Ba2/19 Pa2/20 
Delta N02/15 Ho2/19 

Col NY2/13 Bo2/16 Pa2/18 Ba2/19 


Lloyd 
Norton 
Am- Rep 


Nedlloyd 
Nediloyd 
Nediloyd 


NY1/24 LA2/10 SF2/14 Po2/20 Se2/23 Va2/26 
NY2/17 LA3/5 SF3/9 Po3/14 $e3/16 Va3/19 
NY3/10 LA3/28 SF4/1 Po4/8 Se4/1l Vad/14 


N01/10 Hol/15 
N01/19 Hol/23 
NO2/1 Ho2/5 

N02/15 Ho2/19 


Lloyd 
Delta 
Delta 
Delta 


TEA BERTHS 


N01/15 
Bo2/12 NY2/14 Pa2/17 HR2/19 Sa2/22 Chsn2/23 
Ba2/13 


isthmian 
Am- Exp 


LA2/14 SF2/20 Po2/27 Se3/4 Va3/8 
Bo2/12 NY2/14 Pa2/17 HR2/19 Sa2/22 Chsn2/9 
Ba2/26 


JavPac 
Am- Exp 


N02/15 
NY2/28 NO03/10 
N03/18 


Isthmian 


Isthmian 


Bol/1l NY1/12 

Am-Exp Bol/12 NY1/14 HR1/19 Sal/22 Chsnl1/23 Bal/27 
Am-Pres NY1/23 Bol/27 Pal/29 Bal/30 HR2/1 

Am-Exp Bol/29 NY1/31 Pa2/3 HR2/5 Sa2/8 Chsn2/9 
Ba2/13 


Isthmian 


NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 
Fast Norwegian Motorships 


Coffee Service 


Brazil/U. S. Gulf 


General Agents 


Oivind Lorentzen, Inc. 
2! West Street, New York 6, N.Y. 
WHitehall 3-1572 


New Orleans—Bieh! & Co., Inc., Sanlin Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. - 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 
Paranagua—tTransparana Ltda. 


Buenos Aires—international Freighting Corporation, Inc. 


REGULAR 
FAST 
EFFICIENT 
SERVICE 


and CANADIAN PORTS 


from BUENOS AIRES, MONTEVIDEO 


PARANAGUA, SANTOS, RIO DE JANEIRO. 


1/1 
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12/22 
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12/26 
12/26 
12/29 
12/29 
12/29 
12/30 
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SAILS LINE DUE SAILS SHIP LINE DUE 


SHIP 


1/2 Cool.dge Am-Pres NY? /5 Bo2/10 Pa2/12 Ba2/13 HR2/15 2/3 Susan Maersk SF2/26 NY3/15 
1/2 Steel Seafarer Isthmian Bol/2“% NY1/29 2/12 Japan Bear PacFar SF2/28 LA3/4 
1/13 Polk Am-Pres NY2/20 B02/25 Pa2/28 HR2/29 2/18 Maren Maersk LA3/12 NY3/27 
1/16 Stee! Scientist Isthmian Bo2/10 NY2/11 3/3 Rita Maersk SF3/26 NY4/11 
1/17 Exemp ar Am-Exp Bo2/1z2 NY2/14 Pa2/17 HR2/19 Sa2/22 Chsn2/23 

Ba2/26 


30 = Jackson Am-Pres NY3/4 Bo3/9 Pa3/11 Ba3/12 HR3 14 KOBE 


3] Stee! Flyer Isthmian Bo2/26 NY2/27 
NY2/28 NO3/10 12/10 Johannes Maersk SF12/26 NY1/12 


] 
2/3 Stee! Navigator Isthmian 
2 
2 


12 Stee! Traveler Isthmian Bo3/10 NY3/11 12/12 Yamakiku Maru Yamashita NY1/14 Pal/21 Bal/22 Nfl/24 
29 Steel Architect Isthmian Bo3/26 NY3/27 12/15 Wilson Am-Pres SF12/29 
12/20 Moor Pioneer NY1/15 Bal/19 Nfl/21 Pal/23 ‘ 
12/21 Yamawaka 
Maru Yamashita NY1/18 Pal/23 Bal/24 Nfl/27 
COLOMBO 12/25 Marit Maersk LA1/11 NY1/26 
12/14 Steel Director Isthmian NO1/15 12/27 Nevada Maru K Line SF1/10 NY1/23 
12/17 Arthur Am-Pres NY1/23 Bol/27 Pal /29 Bal/30 HR2/1 12/27 Garfield Am-Pres LA1/10 SD1/15 SF1/18 
12/20 Leda Maersk Hal/13 NY1/16 12/30 Mist Pioneer NY1/24 Bal/28 Nf1/30 Pa2/1 Bo2/4 
12/28 Exchange Maersk Ha2/13 NY2/16 1/7 Cleveland Am-Pres SF1/21 
12/31 Coolidge Am-Exp Bol/29 NY1/31 Pa2/3 HR2/5 Sa2/8 Chsn2 9 1/10 = Jeppesen Maersk SF1/26 NY2/12 
1/7 Laust Am-Pres NY2/5 Bo2/10 Pa2/12 Ba2/13 HR2/15 1/12 Taylor Am-Pres LA1/26 SD2/1 SF2/4 
1/14 Steel Director Maersk NY2/5 Ha2/20 1/12 Myth Pioneer NY2/6 Ba2/10 Nf2/12 Pa2/14 
1/20 Lexa Isthmian NO2/15 1/19 Hoover Am-Pres SF2/1 
1/28 Jackson Am-Pres NY3/4 Bo3/9 Pa3/11 Ba3 12 HR3/14 1/21 Yamakimi Maru Yamashita NY2/18 Pa2/23 Ba2/24 Nf2/27 
2/1 Stee! Navigator Isthmian NY2/28 NO3/10 i/24 Van Buren Am-Pres LA2/9 $D2/15 SF2/18 
2/7 Lica Maersk NY3/7 Ha3/20 1/25 Sally Maersk LA2/12 NY2/27 
2/14 Stee! Age Isthmian NO3/18 2/2 Harrison Am-Pres LA2/18 SD2/24 SF2/27 
2/21 Laura Maersk Ha3/18 NY3/20 2/10 Susan Maersk SF2/26 NY3/15 
3/7 Anna Maersk NY4/7 Mi4/22 2/25 Maren, Maersk LA3/12 NY3/27 
3/10 Rita Maersk SF3/26 NY4/11 


DJAKARTA 


Steel Seafarer Isthmian Bol/28 NY1/29 


12/13 


12/18 Laust Maersk NY2/5 Ha2/20 12/12 Johannes Maersk SF12/26 NY1/12 
12/29 Stee! Scientist Isthmian Bo2/10 NY2/11 12/14 Yamakiku Maru Yamashita NY1/14 Pal/21 Bal/22 Nfl/24 
1/13 Stee! Flyer Isthmian Bo2’26 NY2/27 12/22 Moor Pioneer NY1/15 Bal/19 Nfl/21 Pal/23 
1/18 Lica Maersk NY3/7 Ha3/20 
1/24 Steel Traveler Isthmian 803/10 NY3/11 Mar Yamashita NY1/18 Pal/23 Bal/24 Nfl/27 
2/11 Steel Architect Isthmian Bo3/26 NY3/27 
12/29 Garfield Am-Pres LA1/10 $D1/15 SF1/18 
12/29 Nevada Maru K Line SF1/10 NY1/23 
DJIBOUTI 1/1 Mist Pioneer NY1/24 Bal/28 Nf1/30 Pa2/1 Bo2/4 
1/12 Jeppesen Maersk SF1/26 NY2/12 
2/22 Santz Teresa Isthmian Bol/1]l NY1 12 14 Myth Pioneer NY2/6 Ba2/10 Nf2/12 Pa2/14 
8 Exchange Am-Exp Bol/29 NY1/31 Pa2/3 HR2/5 Sa2/8 Chsn2,.9 l4 Taylor Am-Pres LA1/26 Nf2/12 Pa2/14 


24 Yamakimi Maru Yamashita NY2/18 Pa2/23 Ba2/24 Nf2/27 


26 ~=Van Buren Am-Pres LA2/9 $D2/15 SF2/18 


19 Steel Navigator Isthmian Bol, 28 NY1/29 
1/23 Steel Scientist Isthmian Bo2/10 NY2/11 


7 Stee! Flyer Isthmian Bo2-26 NY2/27 Sally Maersk LA2/12 NY2/27 
2/20 = Steel Traveler Isthmian Bo3/10 NY3/11 4 Harrison Am-Pres LA2/18 $D2/24 SF2/27 

3/7 Stee! Architect Isthmian Bo3/2G NY3 27 12 Susan Maersk SF2/26 NY3/15 

27 Maren Maersk LA3/12 NY3/27 

12 Rita Maersk SF3/26 NY4/11 


HONG KONG 


2/10 Moor Pioneer NY1/15 Bal/19 Nfl/21 Pal 
12/1) Wilson Am-Pres SF12/29 TRINCOMALEE 
12/14 Yamawaka 12/29 Steel Seafarer Isthmian Bol/28 NY1/29 
Maru Yamashita NY1/18 Pal/23 Bal/24 Nfl/27 1/13 Steel. Scientist Isthmian Bo2/10 NY2/11 
12/16 Japan Bear Pac-Far SF1l/1 LA1/6 1/27 Stee! Flyer Isthmian Bo2/26 NY2/27 
12/17 Nevada Maru K Line SF1/10 NY1/23 2/9 Steel Traveler Isthmian Bo3/1C NY3/11 
12/18 Marit Maersk LAl1/11 NY1/26 2/26 Steel Architect Isthmian Bo3/26 NY3/27 
12/19 Mist Pioneer NY1/24 Bal/28 Nfl/30 Pa2/1 Bo2 4 
12/23 Fillmore Am-Pres LA1/8 NY1/24 Bal/31 Bo2 4 
12/29 Myth Pioneer NY2/6 Ba2/10 Nf212 Pa2/14 YOKOHAMA 
l/l Keystone 
Mariner Pac-Far SF1/17 LA1/23 12/15 Johannes Maersk SF12/2€ NY1/2 
11 Terukawa Maru K Line SF1/20 LAl1/22 NY2/10 12/16 Yamakiku Maru Yamashita NY1/14 Pal/21 Bal/22 Nfl/24 
1/3 Cleveland Am-Pres SF1/21 12/17 Wilson Am-Pres SF12/29 
1/3 Jeppesen Maersk SF1/26 NY2/12 12/24 Moor Pioneer NY1/15 Bal/19 Nfl/21 Pal/23 
1/14 Yamakimi MaruYamashita NY2/18 Pa2/23 Nf2/27 12.26 Yamawaka 
1/15 Hoover Am-Pres SF2/1 Maru Yamashita NY1/18 Pal/23 Bal/24 Nfl 27 
1/18 Sally Maersk LA2/12 NY2/27 2/31 Marit Maersk LAl1/11 NY1/26 
1/19 Korean Bear PacFar SF2/4 LA2/9 12/31 Nevaaa Mart K Line SF1/10 NY1/23 
l Grant Am-Pres LA2/8 NY2/24 Ba3/3 Bo3/7 12/31 Garfield Am-Pres LA1/10 SD1/15 SF1/18 


FLOTA ARGENTINA DE 
NAVEGACION DE ULTRAMAR 


(DODERO LINES) 
FROM BRAZIL TO U. S. ATLANTIC & GULF PORTS 


GENERAL AGENTS: 


Cosmopolitan Shipping Co. Inc., 42 Broadway, N. Y. 4, N. Y. 
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SAILS SHIP LINE DUE 

1/3 Mist Pioneer NY1/24 Bal/28 Nf1/30 Pa2/1 Bo2/4 
1/9 Cleveland Am-Pres SF1/21 

1/15 Jeppesen Maersk SF1/26 NY2/12 

1/16 Myth Pioneer NY2/6 Ba2/10 Nf2/12 Pa2/14 
1/16 Tayler Am-Pres LA1/26 SF2/4 

1/21 Hoover Am-Pres SF2/1 

1/26  Yamakimi Maru Yamashita NY2/18 Pa2/23 Ba2/24 Nf2/27 
1/28 Van Buren Am-Pres LA2/9 SD2/15 SF2/18 

1/31 Sally Maersk LA2/12 NY2/27 

2/6 Harrison Am-Pres LA2/18 SD2/24 SF2/27 

2/15 Susan Maersk SF2/26 NY3/15 

2/29. Maren Maersk LA3/12 NY3/27 

Rita Maersk SF3/26 NY4/11 


Accepts freight for Atlantic and Gulf ports with transshipment at Cristobal, iy 2 


Ely warns New York shipping men of trade 


challenge at Foreign Commerce Club dinner 


The United States in and the 
York tn particular are faced with a trade challenge 

This warning to the port's shipping men came from J. 
Edward Ely, Chief of United States Department of Com- 
merce’s Foreign Trade Division, at the 18th annual Ma- 
rine Towing and Transportation Night dinner of the 
Foreign Commerce Club of New York, held at the Hotel 
Commodore. 

Mr. Ely pointed out that the days of “building a wharf, 
sticking a crane on it and calling it a port’ are gone, Ports 
today have to be equipped to do an entire job and do it 
He pointed out that turn-around time, 


general Port of New 


fast, he indicated. 
a headache in many ports, must be cut down. 

Piers at the port, he stated, have be equipped to 
handle the entire loading and unloading job, without need 
to shift vessels from one pier to another. 

Mr. Ely indicated that he was aware that the Port of 
New York is keeping abreast of current trends and 1m- 
provements in materials handling. 

Commenting on the current trade imbalance, Mr. Ely 
said that more and more ships are coming into U.S. ports 
from abroad with more than they are taking out. 
This poses a problem for both government and private 
industry. 

About 1,100 people gathered for the dinner, which was 


cargo 


highlighted by Mr. Ely’s short but informative talk. The 
night is one of a series held during the year by the 


Foreign Commerce Club of New York. Prior to the din- 
ner, chaired by Harry S. Tiel, president of the FCC, there 


Maersk Line serves 


Monthly 
arrivals from 
MATADI 
DOUALA 
ABIDJAN 


via fast modern 
cargo liners 


1959 


FREETOWN 


was a reception for the more than 60 honored guests at 
the dais table. 

Following a brief business session, the guests were treat- 
ed to an hour of entertainment, arranged by Anthony T. 
DeLuca, committee chairman. 

All agreed that John F, Budd and his staff did an out- 
standing job in making the arrangements for the evening. 


Tea is part of the history 
of Canada’s North Country 


anada 1s interwoven 


Tea 


The history of tea drinking in ¢ 
with that of the North Country, according to the 
Council of Canada. 

As 1715, 
consignment of 


shipped a 
Fac tory 


Hudson's Bay Co. 
tea to York 


while two teapots, cups and saucers found their way to 


early as the 


three canisters of 
Moose Factory in 1752. 

Isolated 19th century trappers used the lead lining of 
tea chests for making repairs, as well as for melting down 
into musket bullets. 

When the Rev. James Evan invented the syllabic system 
of Indian writing at Norway House in 1840, 
type in lead from the Hudson's Bay tea chests, 

Five years ago, an expedition to the Arctic came across 
a cache of tea left by Captain MacMillan, one of Admiral 
Peary’s staff who accompanied him on his expedition to 
the Pole in 1909. The tea was brought to Ottawa in 
1955 and was found to be in exellent condition after 45 
years of cold storage in the barren Northland. Samples 
are now in the Dominion archives. 


he cast his 


Estimate tea acreage In Indochina 


About 20,000 
china, according to information from Viet Nam _ reported 
by Halssen & Lyon, Hamburg. 

Of this total, about 12,500 acres still belong to French 
citizens, The balance among about 150 Viet 
Namese tea planters. 

The three big gardens the 
world wars, created the Viet Nam reputation for high 
are unable to regain their former position, in 


acres are under tea cultivation in Indo- 


Is divided 


tea which, between two 
quality, 
spite of export subsidies and cheap credits. 

The reason? These 


the government to produce green teas. 


gardens were the ones selected by 


ppWest Africa to U.S. Atlantic and Pacific Coast Ports 


MOLLER STEAMSHIP COMPANY, INC. 


General Agents 
| 30Broad Street, New York 4,N.Y.* HAnover 2-1500 


West African Agents 


Agetraf, S.C.A.R.L., 
Belgian Congo. 


DOUALA: Societé Navale Delmas-Veilieux, P. O. Box 263, Douala, 


Cameroons. 


MATADI: 3 rue de Vivi, P. O. Box 36, Matadi, 


ABIDJAN: 


Societé Navale Delmas-Veiljeux, 17, Avenue Louis Barthe, 
©. Box 1281, Abidjan, Ivory Coast. 


FREETOWN: J. P. Holmen's Successor Ltd., P. O. Box 130, Freetown, 
Sierra Leone. 
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September 
October 
November 
December 


January 
February 
March 
April .. 
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July 
August 
September 
October 
November 


Movement In The U. S. Market 


(Figures in 1,000 bags) 


Total 
Entries 


Brazil 


Visible Supply—ist of Month 
Others Total 


Deliveries—from : 
Brazil 


Others 


1958 


674 
281 
510 
578 
688 
480 
462 
419 
668 
707 
818 
971 


how better brewing gets that way 


(Continued from page 


32) 


locations in The Coffee Brewing Institute's Golden Cup 


Brewing Contest 


This service of The Coffee Brewing Institute is available 
to roasters as well as to equipment manufacturers through- 


out the country 


The Topper story ts only one example 


of its application; we understand there are many others. 


OVER 
| TWENTY-FIVE 
YEARS OF 
"CONTINUOUS 
"DEPENDABLE 

SERVICE TO 
THE COFFEE 


TRADE 


AGENCIA de 
VAPORES GRIEG S/A 


Rio de Janeiro 
Praca Maua 7 


Santos 
Praca de Republica, 46 


STOCKARD 


STEAMSHIP 
CORPORATION 


17 BATTERY PLACE 
NEW YORK 4, 
Wiitehall 3-2340 


BALTIMORE: 

739 East Redwood St. 
PHILADELPHIA: 

101 Bourse Bldg. 


1,063 
1,050 
1,413 
1,050 
1,264 
1,229 

852 
1,593 
1,827 
1,550 
1,073 


Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Preliminary) 


It could, however, be a still greater force for better bever- 
age coffee if used even more fully. 


Sees 400 Instant coffee brands today 


Ten years ago there were only 20 soluble coffee brands 
on the market, says Maxwell House Messenger. 
Today, according to this Maxwell House Division maga- 


zine, there are 400! 


Clearer, 
more flavorful 
coffee 
with a 
minimum 


of effort... 


reeve angel 
FILTER PAPER 


H. Reeve Angel & Co., 9 Bridewell Pl., Clifton, N.J 


SOUTHERN Cross Line 


FAST SERVICE — FROM BRAZIL 
TO UNITED STATES ATLANTIC PORTS 


GENERAL AGENTS: 


COSMOPOLITAN SHIPPING CO. INC., 42 Broadway, New York 4, N. Y. 


DUSTRIES 


he Coffee 
1,078 1,588 605 643 1,248 
923 1,501 615 496 1,111 ( 
1959 
563 1,012 1,575 551 512 
1,260 791 2,051 1,152 441 
4 1,366 1,125 2,491 1,304 523 
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FREE & TEA and The Flavor Field 


THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


nutmeg and mace in Grenada 


Part 3 


This is another in the outstanding series of reports written 
opy- 
the report 1s published 


by Dr. Guenther from on-the-scene observations. 
righted by Fritzsche Brothers, Inc., 


here by special arrangement. 


Planting’ 


Nutmegs are usually planted from seed, a lengthy task, 
bat efforts are now being directed toward air-layering propa- 
gation (marcottage). By the older and more common 
method, three seeds are planted in one hole. If three female 
trees should result, only one is left in the ground, the other 
two being removed to other sections. After about five 
years, the first two or three fruits appear on the tree; it 1s 
only then that the sex of the tree can be determined. Most 
male trees are destroyed as useless. 

Gradually the productivity of the female increases until 
the full-bearing stage is reached at the age of 15 years. 
From then on, the tree continues to produce fruit for a long 
time, without much cultural care. Some trees appear to be 
very old, but no one can tell their exact age, 

Experts claim that prior to the hurricane, nutmeg trees 
in Granada were planted much too closely, 90 to 100 trees 
per acre being usual. This greatly inhibited the produc- 
tivity of an individual tree. It was only on the larger and 
better managed estates that less prolific nutmeg trees were 
cut out from time to time, making more room for the re- 
maining trees and giving them greater access to sunshine. 

In this connection it should be mentioned that the cul- 
tivation of nutmeg trees in Grenada has been quite primi- 
tive—a typical family, or cottage industry—and little atten- 
tion has been paid to plant selection and the propagation 
of high-bearing strains. The agricultural stations have en- 
countered much apathy among the 8,000 or so small grow- 


* The author is greatly indebted to his friend William O’Brien Don- 
ovan of St. George’s, Grenada, for much of the information in the 
sections that follow. 


DECEMBER, 


By DR. ERNEST GUENTHER, Vice President and Technical Director 
Fritzsche Brothers, Inc. 


Workers carrying their daily harvest of nutmegs to a nearby pro- 
cessing station. Nutmegs are picked from the ground, where 
they fall when ripe. None are picked directly from the tree. 


ers, Whose holdings range from one-half to a few acres. It 
was only with the destruction wrought by the hurricane 
that the growers became aware of the necessity of paying 
more attention to their little crops. Above all, in the years 
following Janet it became evident that the surviving trees, 
which are now much further apart, showed an increased 
productivity (some 6067). This is one fact that will help 
to counteract, in part, the destruction of about 75 of the 
trees. Nutmegs are now planted much further apart than 
formerly. 

Trees spaced 30 feet apart yield as much as 60 pounds 
of dried nutmegs per year, while closely planted trees pro- 
duce only 10 to 20 pounds. 


Modern propagation 


When planted from seed, about 50% of the trees will be 
male, hence useless. Therefore, this is a wasteful and time- 
consuming way of propagation, as the sex of a tree can be 
ascertained only five years after planting, when the first 
fruit appears on the tree. All efforts toward the propa- 
gation of the nutmeg tree by cuttings having failed, the De- 


: 
; 
) 
| 
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partment of Agriculture of Grenada embarked on research 
toward propagation by marcottage (air-layering), which 
proved to be successful. 

In this method, a longitudinal incision is made half-way 
through the stem of a twig; two incisions about one-eighth 
of an inch apart are made at right angles and a section of 
bark and wood removed. The split is kept open by inserting 
a piece of plastic and the wound treated with a hormone. 
(Report on Cocoa Research 1945-1951—LC.T.A.) Moss 1s 
wrapped around the incisions, the mass is then tightly en- 
Closed in a cellophane bag and tied up at the two ends 
After about four to six months, when a root system has de- 
veloped around the incisions (within the cellophane bag), 
the branches with their root systems are cut off and planted 
in pots 

Marcottage 
from. seed 

1. The 


siderably; 1.¢., 


offers two great advantages over planting 
maturation of a tree can be speeded up con- 
plants require only three to four years to 
come into bearing 

2. The sex of the tree will be known 

The Department of Agriculture in Grenada has already 
developed thousands of young plants by marcottage. A 
minimum of 10,000 such plants were planned for 1958, 
the number to be greatly increased in 1959. The 
method will undoubtedly be of great help in the rahabili- 


new 


tation of the Grenada nutmeg industry 


Estates 


thousands of smallholdings, there are 


Asidk 


three large estates on which nutmegs are grown extensively, 


from the 


as part of a diversified agricultural program including also 
cocoa, bananas, copra and several other crops. Each ot 
these large estates covers about 1,000 acres, and each has 
300 to 400 acres under nutmeg. The estates, all in the Parish 


of St. John, are Belvedere, Dougaldston and Mt. Pleasant 
On these estates, up to 95 of the nutmeg trees were 
hurricane 


destroyed by the Extensive replanting has been 


carried out since that disaster 


Harvest 


When the fruit ripens on the tree, the fleshy part (husk 
or pericarp) splits along the groove, and finally the nutmeg 
enclosed in its woody shell—the latter partly covered by the 

will drop to the ground. The 


dropped fruit 1s picked up every day by crews of women 


crimson red arillode (mace) 


and children, who right on the spot remove the nut from 
No fruit is picked 


the fleshy part, discarding the latter 
directly from the trees. 


Established 1885 


B. C. IRELAND, INC. 


AGENTS AND BROKERS IN 


SPICES SEEDS TEAS COFFEES 


67 California Street San Francisco I1, Calif. 


The nuts collected are placed in baskets and brought to 
huts or sheds where women peel off the mace by hand 
while it is still soft and pliable. The mace 1s air-dried for 
about 48 hours, and then both the nutinegs—still uncured 
in their shells—and the mace are brought to a collecting 
station of the Cooperative, where the growers receive an 
advance payment for the daily delivery. 

There are about 12 of these collecting stations in the 


producing regions, and the visitor can see women and 


children delivering nutmegs and mace in quantities as small 
as one-half pound lots. 

Final payment is made to the individual grower at the 
end of the year, when the books are balanced and the profits 
of the Cooperative can be distributed to the growers. 


Producing seasons 


While the nutmeg tree bears fruit all year long, there 
are certain peaks of production. 

1. Months of heavy production: February, March, April, 
August and September. 

2. Months of medium production: January, May, July, 
October 

3. Months of light production: November, December, 


June 


new coffee bagger, tea machines 


60) 


which 


Within the 


mits only dehumidified air to come into contact with the 


leafy products filler is a system per- 


product. Minimum production on a unit with 20 filling 
Stations is 120 a minute, with maximums said to go far 
beyond that level 
An electronic checkweigher for packages moving down 
the line at speeds up to 150 
Wright Machinery Co, Division of the Sperry Rand Corp 
This is a new machine, the Wrightronic Checkweigher, 


a minute was shown by the 


said to be accurate to plus or minus 1/32nd of an ounce. 

The unit (1) signals by flashing light whether the pack- 
age is overweight, on weight, or underweight; (2) registers 
4 running visual count of the exact number of packages 
in each weight classification; and (3) rejects any package 
outside the plus or minus limits. 

An integrated case handling unit which performs all 
casing chores except packing was publicly displayed for 
the first Emhart Manufacturing Co.'s Portland 
Division 

Known as the Standard-Knapp Integer, the unit, when 
combined with various case loaders, selects a flat case from 


time by 


the magazine, opens, squares and positions the case on the 
packer funnel and, when packed, glues and seals the filled 
container, 

Other exhibitors also had equipment or materials re- 
lated to coffee or tea packaging. Among them were: Alu- 
minum Co. of America, Food and Container Division of 
W. F. and John Barnes Co., Bartelt Engineering Co., Con- 
tinental Can Co., The Exact Weight Scale Co., Griffin-Rut- 
gers, Inc., Hayssen Manufacturing Co., Allen-Hollander 
Co., Inc., Milprint, Inc., New Jersey Machine Corp., Olin 
Mathieson Chemical Corp., Pneumatic Scale Corp., Ltd., 
Riegel Paper Corp., Tompkins’ Label Service, Triangle Pack- 
age Machinery Co., Wrap-Ade Machine Co. and Wright 
Machinery Co. 
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PANCISCO 


By MARK HALL 


@ @ By the time you read this, the 
New York strike threat should have 
been lifted. At least, that is the opin- 
10n here. 

To review its effect on the market, 
it is believed that the strength at the 
early part of November was largely due 
to the threat of a strike. Roasters 
needed to secure their supplies ! 
they were cut off. There is no doubt 
that the factor of market controls had 
a share. As the feeling grew that the 
strike threat could be resolved, prices 


yetore 


began to settle. 

In view of the tremendous surplus, 
local importers are speculating as to 
the reason for the strength in Septem- 
ber, 1960, futures, as compared with 
December quotations The spread at 
the time of this writing is 3¢, or less 
This anomaly with the past can ouly 
he explained again by the influence of 
controls. Coffee men must have con 
fidence the International Cotfee 
\greement, and growers are not under 
pressure to sell. 

There is a feeling here that you can 


draw no conclusions on what ts going 


happen to the market, It is said by 
some that Brazil is buying coffee with 
the printing press. What etfect will 
t 5 eventually have on the efforts t 
nire |? 

There is some consigned coffee left 
thre rast Oast, and here Chet 
been quality rejection here, which 

has gone hard with some importers, 
who are having a difficult time obtan 
if a margin of profit on their sales 

Centrals are be nnin ¢ 

pu hig ides have ! a 
tle slow up to this time 

While the market is quiet now, ereen 

men have d mea eo vd bus ness ts 


unded bv his father in IS78, died 


pling 


the past 24 vears. He was the son ot 
Reuben W. Hills, a San Francisco 
pioneer who established the firm in a 
partnership with his brother. 

Mr. Hills, a native of San Francisco, 
was a veteran of World War I. 

For several years he had been a trus 
tee of the California Academy of Sci 
ences, an honorary trustee of the San 
Francisco Museum of Art, a member 
of the Board of Governors of the San 
Francisco Symphony Association and a 
director of the Union Ice Co. 

He was a member of the San Fran- 
cisco Stock Exchange Club, the Pacific 
Union Club and the Burlingame Coun 
try Club. 

Surviving are his widow, Florence 
Hopkins Hills, of Hillsborough; Leslie 
W. Hills, his brother; Reuben W. Hills 
III, a nephew; and Herbert Gray Hilis, 


a Cousin, 


Paradoxes 
See 


“Mark my word” 
By Mark Hall 


on Page 28 


® 8 In the opinion of “San Franciseo 
Samplings,” when a coffee gatherin 
es pi otessional entertainers it 1s 


something which can be bought at any 
has little 


number of nig spots and 


relation thie personnel ot the 
try, its jovs or its sorrows When its 
wn talent is drawn on, thet 


vealed imagination, skill and histrionic 
ability 


1 
Such was. the entertamment 


furnished at the last meeting tine 
Sal Francis¢ Coffee Club Phe hie ic 
bill a satire, with a coffee flay 


Christmas Carol Manny 


Rosen was author and producer, John 
Cognetta stage manager and Walter 
Granicher narrator. 

Unless Tiny Tim, a coffee salesman, 
can sell Scrooge, a coffee buyer, he will 
not get a bonus. He works tiie old 
tightwad over and over, with discour- 
aging results. He has visions of no 
bonus and a scant Christmas. He is at 
the end of his wits, Scrooge is living 
up to his reputation as a cold, hard 
buver. But Scrooge has a dream in his 


office. He has fallen asleep while 
figuring out how to cheat the next cot 
fee salesman. His hard, cold heart 


suddenly truns to frost, then solid ice 
He wakes up screaming for something 
hot. Tiny Tim is making what he 
thought to be his last call, sure he 
would get a frozen “No!” instead of an 
order. To his surprise, Scrooge gives 
him an order for 1,000 bags of coffec 

\ smile breaks over Scrooge’s face as 
he contemplates the number of hot 
cups of coffee this will bring him, A 
smile hides Tiny Tim’s face, also, as 
he begins to count his bonus money 
and contemplate what he will do with it 
So happy is he that he concludes, as 
Tinv Tim should, by. singing, “God 
Bless everyone!” 

There was the usual golf at the 
Lakeside Olympic Club, and prizes and 
dinner Santa Claus saw to it that 
everyone received a present 


Burt Fulmer was chairman for 
evening, and Bob England presided as 
president 
@ Charles P. McCormick, chairman 
t the board of directors of McCormick 
& Co., Inc., was a recent visitor it 
Schilling’s Division The occasion tor 

s coming to California was the meet 
ing at Pebble Beach of the Advisory 
Council, sponsored by the U.S. Cham 
ber of Commerce 
8 8 Elwood Wright and Mrs, Wt 
have returned trom a three-month trip 
throug! most the countries 
europe It was a wonderful tour, but 
most Europeans don’t brew coffe 
they do here, Was On observation 
ae k H sch, city sales maanget 
for Thomas J. Lipton, Inc., is back o1 

e job after vndergoing surgery He 
was out for a couple months 
Norman Johnson was in Bra 


last month 


8 Dulio Baltodano, Cisa, colle 


E. A. JOHNSON & CO. 


_ COFFEE IMPORTERS AND AGENTS 


BRAZILS * COLOMBIANS © CENTRAL AMERICANS | 
166 California Street 


| San Francisco I1, Calif. 


NOTICE 


Beginning January, 1960, the l-year 
subscription rate will be $5. 


Coffee & Tea Industries 
(formerly The Spice Mill) 


FITZPATRICK & HOFFMAN, INC. 
GREEN COFFEE 


210 California Street 
DOuglas 2-1474 


San Francisco 
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aay, 
. 
On 
ae 
2 
tings are holding up very well oe 
Hill ident of tl 
Edward E. Hills, president of the 
Hills Bros Cofttee, Ine . which was 
Franklin Hospital on November 20th 
alter an illness of several montis 
Mr. Hills had been president of the 
San Franci fi Biot 2 
Sa rancisco coffer asting firm fo Dice s (Continued on page 79) 
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® @ The New York coffee trade had a 


chance last month to meet a new coffee 
salesman, Juan Valdez 

This is the colorful character who is 
going to promote Colombian coffee in the 
$1,000,000 campaign which the National 
Federation of Coffee Growers is launch 
ing January Ist 


Danial Caust, who has been appointed 
director of promotion for the Federation, 
presented the advertising program to local 
cottee people, including representatives of 
other producing countries, at a preview at 
the Savoy Hilton Hotel 

He showed the series of five ads whicl 
will appear newspapers in ten big 
coltee markets across the country, at 


told about the T\ effort for New York 


In eacl id, the central character is 


Juan Valdez, a “typical” Colombian cof 


fee grower 


Andres Uribe, U. S. representative of 
the Federation, emphasized that tl 
Colombian campaign is in addition to tl 
Industry-level promotion the Par 


American | 


fee Bureau, and will sup 


Mr. Caust is supervising tl ( 
lan Campaigy advertising, promotion, 
ic relations activities and marketing 


He was formerly sales promotion man 
ager and dairy product market: manager 
at the Lily-Tulip Cup Corp. He was also 
an account executive at the George N 
Kahin Co., an advertising agency 

He is continuing his association with 
Pace College, in the evening division, as 
adjunct associate professor of marketing 


® Far! Ackerman, vice president 
of Otis, McAllister & Co., has been re- 
appointed chairman of the coffee division 
in the New York City Cancer Com 
mittee’s 1960 April Cancer Crusade 

Che appointment was announced by 
John Reed Kilpatrick, the Committee's 
board chairman 

The New York City Cancer ( ommittec 
is the local division of the \merican 
Cancer Society. The Committee is seek- 
ing unlimited funds to be used for its 
life-saving program of research, educa 
tion and service 


@ 8 Thomas C. Fogarty, president of the 
Continental Can Co., has been named co 
chairman of the 1960 New York March 
Dimes 

The March of Dimes is now engaged 
in-an all-out battle against birth defects 
and arthritis, while continuing the winning 
fight against polio 


\s co-chairman, Mr. Fogarty will as- 
sist in the coordination of campaign ac 
tivities and help enlist the support of 
industry, labor, professional and 
leaders 


Civic 


Gordon C. Hunger, of the Jewel 
Tea Co., has accepted the appointment as 
chairman of the coffee and tea division 


76 


in the fifth annual fund drive of the 


Travelers Aid Society of New York 

The Society’s multi-lingual staff, sta 
tioned in the terminals and on the piers 
of New York, helped 66,922 travelers 
during 1958 

Among them were: 228 runaway 
children; 1,618 children traveling alone: 
5,894 aged or handicapped people; 579 
suddenly ill; 4,636 new Americans and 
Visitors to our shores who came on 461 
ships from 70 countries of the world 

The organization is in urgent need of 
$410,000 to maintain its services during 


le coming vear 


@ 8 The best coffee is no longer made 
in the homes of America, but in the fac- 


tor 


This claim was made by Morris H 
Auerbach, director of food merchandising, 
Continental Vending Machine Co., in 
a talk at a dinner meeting of the New 
York State Commission for the Blind at 
the Sheraton Atlantic Hotel 

Continental has invested almost $1,000,- 
000 in research and engineering to pro- 
duce a fresh-brew coffee vending ma- 
chine that would provide “old-fashioned 
pot brew cottee,” Mr Auerbach declared 


“Instant coffee use in the home has 
jumped about 100% since 1953, accord- 
ing to Pan-American Coffee Bureau 
figures,” Mr. Auerbach said. “Yet fresh- 
brew coffee sold from vending machines 
leaped almost 800% between 1956 and 
1957, then rose an additional 13067 be- 
tween 1957 and last year.” 

Mr. Auerbach predicted that within 
the next five years, fresh-brew machines 
will completely dominate the coffee ma- 
chine vending service 

“Almost 115,000 machines dispensed 
coffee last year, he declared. “These In- 
cluded dry ingredient, liquid concentrate 
and fresh brew. Sales totaled $99,518,000 

“Two years ago, approximately 99,000 
machines of all types dispensed coffee 
drinks with a= sales volume of $94,- 
745,000." 


® @ Henry F. Semke, well known in the 
tea industry for many years, is still keep- 
ing active in this field 

\lthough he gave up city life for a 
farm at York Springs, Pa., where he is 
raising beef cattle, he is also starting a 
new service. 

He is making himself available as a 
tea consultant to supermarkets, chains 
and other organizations which don’t main- 
tain their own tea men 

Henry says his service will emphasize 
quality control checks, “so that the buyer 
of a private label will be sure that he is 
getting the quality he should have.” 

He adds that “since I will not be sell- 
ing tea, my opinion will be impartial and 
the grocery buyer can buy from whom- 
ever he desires.” 


This means that the grocery buyer 


can have his own quality control o1 
tea at a nominal fee, Henry points out 

“Naturally, if they have other problems 
in tea, | will be ready to aid there, also,” 
he adds 


@ @ A few days before you read this, 
The Tea Club will have held its final 
meeting of the year, at the Antlers 
Restaurant, on Wall Street 

Among the special events set up for 
the evening were a Christmas grab-bay 
and a turkey raffle 

Honored guest for the evening was 
Miss Anna Hitzlberger, who retired from 
Thomas J. Lipton on December 1st 


\ short business meeting als 
scheduled, to elect officers for the com 
ing year 


Jorge Canavatti, U. S. representa- 
tive of the Mexican Coffee Institute, t 
gether with Eugene G. Laughery, presi 
dent of The Coffee Brewing Institute, 
and John J. Jurgens, field research di- 
rector, left early this month fer Mexico 
City 

The two CBI men conferred with the 
Mexican Coffee Institute in planning a 
broad-scale program to expand coffee 
consumption there 

Miguel Angel Cordera, director of the 
Mexican Coffee Institute, headed round 
table discussions on this subject in Mexic 
City 

The CBI officials planned to make 
spot checks of current coffee brewing 
practices and, if feasible, to conduct brew- 
ing demonstrations 


@ @ Jan Andresen, of Denmark, came to 
New York City for a one-week visit, fol- 
lowing a tliree-week stay in San Fran- 
Cisco, 

Mr. Andresen, who will be joining Cie 
de L’Afrique Oriental Belge, Belgian 
Congo coffee exporters, spent his time in 
this country studying the U. S. coffe 
market and doing a bit of sight-seeing 


@® @ Saburo Imamura has been named 
U.S. representative of the Shinnihon 
Line, succeeding Yuzo Goko, who is re- 
turning to Tokyo 

Mr, Imamura, who formerly represent- 
ed the line on the West Coast, will di- 
rect activties from the offices of the 
Texas Transport & Terminal Co., Inc., 52 
Broadway, general agents for the Shinm- 
hon Line 


The New York Commodity Ex 
changes sponsored a symposium = on 
“The Problem of the Free Markets and 
the Role of the Commodity Exchanges 
in the American Economy”, 

The New York Coffee & Sugar Ex- 
change and the New York Cocoa Ex- 
change are among the members of the 
sponsoring organization. 


@ @ Nate Schmid, president of the 
Woolson Spice Co., Inc., and a mem- 
ber of board of directors of the Na- 
tional Coffee Association, has been re- 
covering from an illness which kept 
him out of the running for some time. 
He was unable, for example, to attend 
the NCA directors meeting in New Or- 
leans. 


COFFEE & TEA UNDUSTRIES ond The 


| 
| 
| 


AL. TL. Raxsonorr 


Coffee 


NEW YORK 


“RANWILLIG” 108 Front Street 


| 
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79 Wall Street New York 5, N. Y. 


| BOwling Green 9-6549 


JAMES A. ALEXANDER 
COFFEE BROKER 


' 90 FRONT STREET NEW YORK 5, N. Y. 


Get your COLOMBIANS— 


BALZACBRO 


Shortest Route from Growers 


Balzac Bros. & Company, Inc. 


Edward P. McCauley & Co. 
COFFEE 


One Jones Lane 


Cable Address: CAULCAFE 


New York 5, | 


H. L. C. BENDIKS, INC. 


NEW YORK 
89 Front Street 


SAN FRANCISCO NEW ORLEANS 
40 California St. 225 Magazine St. 
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| 


JAMES W. PHYFE & CO., INC. 


Coffee Brokers and Agents 


Representing leading shippers 
in all producing countries 


New York 5, N. Y. 
Phyfe, N. Y. 


98 Front St., 
Cable Address: 


Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 
NEW YORK, 5 


| 100 Front St. 
"Laticlave" 


J. N. SOARES CO. 


110 FRONT ST. NEW YORK 5, N. Y 
Telephone: Cable Address: 
WHitehall 4-8152 **JOSOARES'' New York 
gp for Angolan Shippers 
MEMBER: GREEN COFFEE ASSN. OF NEW YORK CITY, INC 
NATIONAL COFFEE ASSOCIATICAW 


| 25 Broad Street 


S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 
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REAMER, TURNER & CO. 
COFFEE 
Brokers and Import Agents 
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104 FRONT ST. 
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By W. McKENNON 


m 


\ 


ers 


Th 


“Whi 


lol 
Natu 


The 

Vanderbilt 

oclation 
at 


sters 


ew 


oles 


George S. Dinwiddie, president of In- 


ternational House, { 


South to Dr 


corps, 


resented the plaque 
Members of the consular 
representatives, port 
and other guests 


New Orleans was 
Coffee 


host to the 

\ssociation, 
ll meeting at the 

November 12th 14th 


were entertained 


oO Diaz 
Roasters which shipping ex- 
Monteleone ecutives, city officials 


were present 
it 


the allied members of t 


cocktail 


Ne asso 


“It was with great pride, on behalf of 
Flota Mercante Grancolombiana, and my 
country of Colombia, that |] th 
Dr. Diaz 
He lauded New Orleans for its contri- 
trade. He = said 
International House has been an effective 
for 


accept 
Ne Ww 


Green Coffee 


Orleans said. 


the Board 
the \ssoci- 
was held on Friday 

next day, preceding the Tulane- 
the j \s 
roast 


Tw 


reception at 


rade 


honor.” 
with 


as guests, 


bution to international 


Green Cot 
the 
the 


gan lee 
Southern 


of 


f ree 


15 


international cooperation 


entertained vears 
Dr. 


tor 


brunch at Court 


Mr. Dinwiddie 
successful development and direction 


Diaz was cited by 


e overall subject of the meeting was, friend- 


and understanding among the 


f Grancolombiana, promotion of 
in cotteesr 
MecKiernan, president. of 
Association, 
NCA 
Robinson, 
Ine 
equip 
of 


it’s new 
in 


mal 


ip, trade 
the 
discussed 


America, and his humanitarian 

and educational efforts 
Th 
ished in 1954 by the Mississippi Shipping 
re- h 


Miss 


Orter 
viewpoint of and 
on. J. L 


Jabez Burns & Sons, 


or ce 


na e Theodore Brent award was estab 
1) 


presi 


nor of its late president 
Shellie Lee Speed and 


of Mr. and 


Orleans, 


Clay 
Mrs 


were 


harles Lindsay, 


An 


Manaver 
Bartlett, 


Bartlett 


last 


son 


Bureau, sum 


industry-level 
me First Baptist 


Jackson, 


Harrison, president 


was on a 
Santa Paula, 


lat 


\ 


Schwegmann 


founder 
Co., died 
He was 89 


Schwegmann, 
Cire 


] 


a local hospital 


etal ry 


etired 


1S1 


and 1 
pment 
nd phews 


Tit 


Mr 
suunders 


hants C 


hweemann Was one 


ind a 
thee 


trathe manager 


Co., operator 


ed by 


le nt 


it Was ann 


‘lark, presi 


the 
tment 
Manag 
Doody 

a Line’s freight opera 
Mr. Bent will 

nd Mr. Tre 


euting, 
affic rs 
will 


u 
department 


apoipntment 
Mr. Doody 


manager in 


ithe manager, 
Internation ous istant traftie 


iSsIstall 


po 


t the 


pany’s New York office. He has served 
in the traffic department since joining 
the company. 
Mr. Bent 
served in 
freight 
Orleans. 


Mr. Treuting 
positions in 
departmen 


a 


and 
various 
Line’s traffic 
New 
@ ® (Official keel laying ceremonies for 
two of three Mississippi Shipping Co. 
vessels was held Avondale Marine 
Ways lat mont 

Laving of the two keels was witness- 
ed by workers at Avondale and officials 
ot t two companies. On hand 
Capt. John W. Clark, president of the 
Mississippi Shipping Co., Inc.; J. H. 
Bull, president of Avondale Marine 
Ways, Inc.; Capt. Thomas A. King, 
Gulf director of the Maritime Admini- 
U. S. Department of Com- 
merce: and Neal Baker, construction 
representative, Office of Ship Construc- 
U.S. Maritime Administration 

As the keels were laid Number 
Two Way at Avondale’s sprawling 
main vard on the Mississippi River just 


at 
h, 


he were 


stration, 


tion, 


on 


above the city, the plant whistles blew 


recognition of the event 


Mr. Bull 


two freighte 


in 
announced 
thre rs will be carried 
simultaneously, and it is | 


he 


witl t settlement of the steel 
keel l he 
1] 


will laid 
ll work « 


the third 
an | 
completion 


Detal Line C2-D-M1 


10,760-ton vessels with 


Delta Lin 


al Architect firm 
New Orlean 

he luxury passe 

te, Del 


eet 
Sud 
nediate points 


and 


rctween 


West C 


Delta 
14. vessels 
Mr. Bull 


ict for th 


said that tl 


Delta Line 
Avondale, and 


C. H. D'ANTONIO & CO. 
Coffee 


Equipment to buy? 
Equipment to sell? 


BROKERS . AGENTS 
110 Board of Trade Building, New Orleans, La. 


Let the classified column of COFFEE 
AND TEA INDUSTRIES help you. 


& TEA INDUSTRIES 


held 
Se H tel { 
: hy 
tional 
, lent of rk on 
viewed it along 
that 
thie Pan | al Tree trike 
strik 
marketing and m 
Laughery outlined developments in cof- 
fee brewing and promotion. Fred Hinkle, © George MEME of the 
the Shellmar-Betner Division of the United Instant Coffee 
Contmental Can Co., pointed out two-week cruise aboard will be 
hic It ‘wa speed of 18 knots They will have an 
Vas new im tfee packaging Wi 
verall length of 506 feet beam of 70 
ee ( ( | and simple, anda wel verall length of reel, a ‘ 
een feet and design draft of 28 teet 
cores as reported b Rodne Abele, | TY : 
Leon Israel & Bros., Inc., secretary of thie handli 
> | ntlv at design teatures. Cargo handling e- 
I Buckl H niered vices will include a 60-ton Stuelcken 
inst } +} ck \ e ent 
heavy lift boom. the first to be installed 
ind) Forstall, 2445 econd high, Dupuy ness 1 1938, leaving 
Storage & Forwardin ( 2379: third the f his stores to his an American flag ve 
Phe design places torward the navi- 
gation bridge, galley, messing facilities 
j a the 
9 naccet rc ne 
First eh individual. three games. Jack 1 = ast president of the ind quarters for 12 passenger ind 
Taylor, |. Aron & Co., 569; second, Jerr Mer« Co., which was liqui Crew, CXCEDURE 
Poca, Buekle & Forstall’s tear 550 lated in 1959 ‘ Mac lery and engineering qua 
| 1 ters will I djacent t the ma nery 
third, Clittord Sphuler, J. Ags & Co., \Matthew P Doody has been 
twee First high team game, Buckley & For Mississippi Shippir ort Che design is the result ot more thar . 
tall tied with Dupuy at 843: second, | Delta Line five years of intensive study by the 
Aron & Co., Ine., 832: ird, H. L. Capt. Jon WV. 1 stall 
Bendiks, , Other promot *‘riedé al l (,old- 
hirst ti individual game, \lbert freight traffic de Yelta Line pe 
4A Dreaux, Bendiks, and H Lem mer, S said include at r ships LD 
ickson & Son, who tied at 223: second, Bent and Fra Mar t 
lack Tavlor, 212: and third Joe Ben 
nett, J, Aron & Co,, Inc., 210 Capt. Clark s ts MMM the East Coast of South 
al ark 
\lwar liaz, president ot Flota in charge of De America. Phe company also operates 
de \fercante Grancolombiana, was presented tions to South A lous tthe U.S. Gulf ports and th 
ie the 1958 The lore Brent Inter-Amet an be in charee HMMM ast of Africa The total fleet 
\ward “promot t triendship, ting wall be Line at the present time 
trac and inderstandin among the tion of the Is 
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construction of these vessels 


received his allotment of presents, and Stramer. The company had_ hospitality 


tion for 

and others of similar importance, the lucky ones were awarded additional rooms during the vending convention at 

vard facilities have been expanded and gifts. The affair took place at Gino’s. the Conrad Hilton Hotel 

improved with many important addi- There was entertainment, and as the @ @ Milton E. Sandell has sold his in 

tions, party warmed up, the boys did a little terest in the Benner Tea Co., Burlington, 
For the past several years, Avondale singing lowa, and has resigned as chairman 

ias operated with a gross volume of m @ John Memman was in town last @ @ Manor House Coffee’s sales statt 


between $30,000,00 and $40,000,000) per 


month on a wisit. 


held its fall meeting at the Bismarck 


Hotel 


He was formerly 


ieee with Nabob and the Interprovincial Co- 


op of Vancouver, 


San Francisco 


{ ( ontinued from pare 75) 


Chicago 
exporters in Nicaragua, was in town 
last month on his way from Furope to 
his home. He is represented in San 
Francisco by the S. F. Pellas Co 

The Christmas Party of the 
Western States Tea Association lived of the Superior 


up to its tradition 


volume nearing record levels, 
Tea Convention hears 


(Continued from page 11) 


ship represented by the Tea Council. “The aim of the 
Tea Council is to increase tea consumption in the United 
States,” he pointed out. “Its success will automatically 


open great opportunities for the export of tea from 
Cevlon, India and Indonesia.” 

Plans for displays at the new Tea Center were outlined 
by Thomas B, Lee, of Tom Lee, Ltd., one of the outstand- 
ing designers of exhibits in the country. 

Displays at the Tea Center will vary constantly, he in- 
dicated, at one time historic, another time industrial or 
social. All of the various implications of tea are poten 
tials for displays, he said, including the history or back- 
ground of producing nations, 

By 1963, 500 supermarkets will do $45 billion in 
sales, or 81¢¢ of all United States grocery store volume, 
predicted Richard G. Zimmerman, publisher of Super 


Market Merchandising. 

“Our studies reveal that chains with 11 or more stores 
are presently doing 69 of the business,” he said. “The 
87 largest companies, those with 26 or more stores, alone 
do 62¢¢ of the total industry sales.” 

The trend to consolidation of buying power in the 
supermarkets was emphasized by Mr. Zimmerman, “No 
more than 11,000 to 12,000 policy-making executives are 
today responsible for this $28 billion market. 

“Some 15 or 20 years ago, manufacturers had to deal 
with thousands of individual wholesalers and retailers,” 
he said. “The loss of a customer, or even a hundred, had 
little or no effect. Today the national advertiser has to do 
business with only a few hundred organizations in order 
to reach the vast majority of America’s consumers—but 
his failure to hold a single large customer may create a 
serious problem 

“When 23 chain companies alone can slice off $16.9 
billion in annual sales, or 36 of total grocery store 
volume, the meaning of buying-power concentration and 
the problems manufacturers face in doing business with 


the giant chains becomes apparent.” 
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By HARRY LANE 


mond have joined the vending department 
Tea and Coffee Co 
Every one present under direction of vending manager Max cedures 


dr. Walter H. Young, central dis- 


trict health director for the American 
Can Co., passed away after a short ill 
ness at Westlake Hospital. A wife and 
two sons survive 

@ 8 Maj. Gen. Antonio Alves Filho, 
Quartermaster General of the Brazilian 


@ 8 Victor Goldman and William Dia- Army, recently visited to the Military 


Subsistence Supply Agency in Chicago t 
learn about U.S. Army food supply pri 


Private label tea is in 379% of the supermarkets, ac- 
cording to a study of representative stores, Mr. Zimmer- 
man reported. Private label coffee was found in 87 of 
the outlets. 

To meet the private label problem, Mr. Zimmerman 
suggested that national brand manufacturers seek a new 
frame of reference for his thinking. 

“Rather than ask himself, ‘How can I strengthen my 
brand's position with the consumer ?’, he should be saying, 
‘How can I strengthen my brand's position 77 the minds of 
buyers and merchandising executives?” 

Raymond C. Matson, president of the National Restau 
rant Association, declared bluntly that “tea and tea ser 
vice in America’s public eating places are, generally speak- 
ing, below the level of product and service delivered with 
other competing beverages.” 

He put before the convention six suggestions for build 
ing a larger market for tea in restaurants 

Dean Howard B. Meek, of the Cornell School of Hotel 
Administration, told how the school is training leaders 
for careers in the food business, mass housing and mass 
feeding. He cited many top executives now in the field 
who are graduates of the Cornell school. 

He expressed appreciation to the Tea Council for pro 
viding scholarship funds to the hotel school. 

Russell H. Hassler, associate dean of the Harvard 
University Graduate School of Business Administration, 
urged that business management recognize creativity as an 
important force, to be nurtured and encouraged. 

Status as a factor in social, business and economic life 
was discussed in a stimulating talk by Vance Packard, au 
thor of “The Status Seekers.” 


Russians invent fast tea plucking machine 


The Soviet Union has invented a machine which plucks 
tea so rapidly that its production is equivalent to 138 hu 
man pluckers, reports Tea Trade and Industry. 

It can handle 503 kilograms of leaves an hour. It is 
drawn across the plantation by tractor, sucking up the 
leaves in a vacuum stream, after plucking them, Driven 
by a 12-horsepower motor, it does not damage the leaves 
according to the report. 
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Classified 
Exchange 


UNION 


Rebuilt 
| Machinery 
Established 1912 


FOR SALE PIECEMEAL 


Modern Roasting and 
Grinding Equipment 
Direct From Floors of Plant 


Available At Tremendous Savings 


3—Jabez Burns Model 23R Ther- 
malo Coffee Roasters, com- 
plete with Stirflex Coolers and 


Foxboro Automatic Controls. 


3—Jabez Burns 4-bag Jubilee Cof- 
fee Roasters with Striflex Cool- 
ers and Foxboro Automatic 


Controls. 


I1—Gump No. 666 Granulator or Grinder 


for fine or all purpose ewe 
2—Jabez Burns Green Co 


dust fan and feeding and discharge bins 


ALSO AVAILABLE 


Triangle Elec-Tro-Flex Automatic Bag Maker, 


eigher and Sealer 
Gump size 550 Green Coffee Cleaners 


Pneumatic Scale Auto Cartoning Unit, 


complete 


Package Machinery, Hayssen, Scandia, 


Battle Creek Box Wrappers 

A-B-C and Standard Knapp Automatic Ship- 
ping Case Gluers 

Burns No. 6, 7 and 8, ‘2 and | bag 
Roasters 

Burns No. 12, 14 and 25 Grinders 

Stokes and Smith Models GI, G2, HG84, 
HG87 Auger Fillers 


INSPECTION INVITED 


Write, Wire, Phone Collect For Details And 
Also For Our Special Low Bargain Prices 


Union Standard Equipment Co. 
318-322 Lafayette St 167 North May St. 
New York 12, N.Y Chicago, Illinois 
CAnal 6-5334 SEely 3-7845 


ee Mixers or 
Blenders, 10 and 12 bag capacity. With 


Page 
Aldine Paper Co 16 
Alexander, James A 77 
American Coffee Corp 50 
Anderson, Clayton & Co i0 
Angel & Co., Inc., H. Reeve tf 
Arnold, Dorr & Co., Inc 53 
Aron & Co., Inc, J 23 
Balzac Bros. & Co., Inc 47,77 
Bendiks, Inc., H. L. ¢ 5. 77 
Bennett & Son, Wm. Hosmer 77 
Bickford & Co., .. I Cover 
Borchsenius Co., Inc., Carl 59 
Brazilian Coffee Institute 26, 27 
Burns & Sons, Inc., Jabez 8 
Byrne, Delay & Co 56 
Cecilware-Commodore Products 
Corp 7 
Classified Advertisements 80 
Columbus Line 69 
Continental Can Co. 6 
D'Antonio & Co., ©. H 78 
Dexter & Sons, C. H 16 
Dodero Lines 70 
Dupuy Storage & Forwarding Corp. 55 
East Coast offee orp 54 
Ehrhard & Co., F. W i2 
Enright Bros Covet 
Fairchild & Bolte 39 
Fernandez, Justo F 19 
Fitzpatrick & Hoffman, Inc 73 
General Foods Corp 29 
Glasberg Co., S. A 77 
Grace & Co., W.k 58 
Grancolombiana (N.Y.) Inc Cover 
Greeting Pages 35, 36, 37 
Guatemala Coffee Burcau 33 
Gump Co., B. | 1 
Haas Bros 56 
Hall & Loudon 19 
Hansen, Walter R 80 
Hartman & Co., Inc., F. W 67 
Hesser Maschinenfabrik 
Aktiengesellschaft, Fr 62 


Page 
Ireland, Inc., B. C 74 
Irwin-Harrisons-Whitney Inc. .. 20 
Israel & Bros., Leon 44 


Israel Commodity Co., Inc., A. C. 46 


Johnson & Co., E. A. ») ae 
Junta de Exportacao do Cafe 2 
Kontos & Co., C. T. . : 77 
Lipton, Inc., Thomas ] 20 
Lloyd Brasileiro 68 
Lopez & Mangual 51 
Mackey & Co., Inc., C. A 31 
Martinson's Coffee, Inc 42 
McCauley & Co., Edward P 77 
Mississippi Shipping Co 66 
Moller Steamship Co., Inc 71 
Moore-McCormack Lines Inc. 68 


National Federation of Coffee 


Growers of Colombia Cover 
Naumann, Gepp & Co., Inc 55 
Nedlloyd Line 64 
Nestle Co., Inc., The 53 
Neugass & Co., Inc., L 
Nopal Line 69 
Old Slip Warehouse, Inc. ... 12 
Pan-American Coffee Bureau 5 
Pellas Co., S. F 47 
Phyfe & Co., Inc., James W. 
Puerto Rico Mfg Corp $7 
Ransohoff Co.. A. L. ar 
Reamer, Turner & Co 77 
Rutfner. McDowell & Burch, 
Schaefer Klaussmann Co., Inc $2 
Scholtz & Co 
Schonbrunn & Co., Inc. S. A 15 
Singhofen & Co., Inc., Ernest 77 
Soares Co., J J 77 
Southern Cross Line 72 
Stockard Steamship Corp 72 
Taffae Co., Inc Leon 1 
Tea Pack Co., Inc 19 
Thomson, Inc.. Henry P. 18 
Tomlinson No Drip Faucet Co 61 
United Fruit Co 67 
Volkart Brothers, Inc is 


BETTER COFFEE 


can be made in 


Clean Equipment 
Write for a sample package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 


“THE BOOK OF SAUCES” 


One of the most complete 
1-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 
| interesting way. Also in- 
| cludes a short summary of 
many spices, herbs and flav- 
orings. 128 pp., vest-pocket 
size. 


only $3.00 
Coffee & Tea Industries 


| 106 Water St. 


New York 5, N. Y. 
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YOURS for the asking 


is a monthly “Reader Service’ 
of Coffee & Tea Industries. The 
booklets listed on page 38 of 
this issue contain specialized, de- 
tailed information on various 
wmbjects, This literature is yours 
for the asking. Merely fill out 


the coupon ond mail. 


If you subscribe to Coffee and Tea Industries (formerly The Spice Mill) 


now, you will receive the big January (Coffee Convention) issue. 
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Merry Christmas 


Happy New Year 
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Agents 
New Orleans and Houston: 
Texas Transport & Terminal Co., Inc. 
Philadelphia: Lavino Shipping Co. 
Los Angeles: Transmarine Navigation Corp. 


San Francisco: Balfour, Guthrie & Co., Ltd. 


Montreal: Robert Reford Co., Ltd. 
Boston: Boston Shipping Corp. . 
Baltimore: Penn-Maryland S. S. Corp. 


General Agents 
Grancolombiana (New York), Inc. 


New York Chicago Detroit 
79 Pine Street 208 South La Salle Street 1355 Book Building 
W Hitehall 3-7200 DEarborn 2-2230 WOodward 1-3399 
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